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FIFTY CENTS 


Nistae 
“rte 


ifts his whole family will enjoy! 


Handsome and useful gifts—not just for your customer or employee—but for his whole family that 

describes the famous Dazey Line of Kitchen Helps. You can buy them singly or in special gift-packaged 

combinations of two, three, four and five items Prices range from $1.50, for the lowest-priced single item, to 

$33.00 for the complete deluxe 5-item gift box. If you are not already familiar with Dazey Kitchen Helps, see 

them at your local gift, hardware, household appliance or department store. If your list runs long, write us direct, on 
your company letterhead, for catalog and quantity prices. DAZEY CORPORATION, ST. LOUIS 7, MISSOURI 


—_ 


Dorey Deluxe Can Opener—Table Top 

Model 78C Has all the features of the 

famous Dazey wall type can opener, includ 

ing magnetic lid lifter, Opens round, square 

or oval cans Height idjusts from short to tal 

46-01 juice cans. Red, Yellow, White 

Retail price $7.95. Same without magnetic Dazey ‘Blend-R-Mix''—Model 810C Blends 

lid lifter (Model 70) $6.95. whips or mixes anything mixable Adjustable handle 

Wall Type Model 88¢ White Red permits either right or left hand use. Easy to operate 

Yellow) $5.49. Easy to clean! Rust proof Chrome and Red 
Yellow, Green, or Black handle. In Beautiful Gift 
Box Retails for $5.95. 


This beautiful gift package 
set of the Dazey Egg Beater 


~ Triple Ice Crusher, Juicer 
Dazey ‘Cocktail Hour" — Combination ice ’ " Deluxe Can Opener and 
crusher and cocktail shaker. Instantly adjusts ; Sharpit (knife and scissors 
to crush ice fine, medium or coarse. Fits the é sharpener) are as beautiful 
famous Dazey wall bracket. Perfect “ . as they ore useful Gift Package PK.4C 
wherever crushed ice is used PK.5 White . Red, Yellow, or White with Chrome trim 
Enameled body; Red, Black, Yellow Dr . Retails for $28.98. Gift Package PK 
Green transparent cup Retail price ~ 4 4AC (All Chrome) Retails for $32.98. 
$11.95. PK-5AC All Chrome body Black Other Dazey gift packaged sets from 
transporent cup Retail price, $13.95. ° $8.98 to $19.98. 


Darey ‘Sharpit''—Table Top Model 915C : . , Dazey ‘“Crackit'’, Nutcracker Set— 
Features twin sharpening wheels — one for : Model PK-11 Cracks ends splits 
sharpening —one for honing. Holds firmly to nut shell lengthwise, so that nutmeats 
non-porous horizontal working surface by , come out uncrushed. Special spring stee! 
means of vacuum cup. Easily removable and clamp-type bracket attached to wood 
portable. Red with Chrome trim. Retails for ‘ base for quick easy mounting. In hand 
$7.25. Same with single wheel (Mode! some gift box — $5.95 retail 
905C)— $6.25. 


Be sure 


: DALEY 


e Be sure to please his family— 


; 
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AMERICA'S BEST-KNOWN LINE OF SMALL KITCHEN APPLIANCES 


That's right! Let the Mrs. make the 8:05 some morn 


ing while you pitch into her job of home management 


Plan the meals coddle the children empty the 


hamper clean the house do the shopping 
What a workout you'll get but you'll also get 
first hand knowledge of the size and special prob 
lems of a homemaker's job 


How does your wife manage? 


Millions of women like your wife depend 


ao mnen ane 


on McCall's — the magazine of home 
management —for the “how to"’ and 
“what with” information they need 
tocare for their homes and families 


And as they get ideas from the 
editorial pages they become 
pre-sold on the products they 
find on the advertising pages 


That’s why McCall's is the way 
to sell to women. 


\cCalls 


... over 4,525,000 circulation 


NOVEMBER | 1953 


arithmetic” 


When you add all the details that makea 
mailadvertising campaign, you may be 
inclined to throw up your hands and 
say, “to*! ## with uw.” 


But don’t despair 


James Gray, Inc. has invested the 
past thirty-four years in learning how 
to handle every one of those details. 
Now, multiply them by the hundreds of 
clients we serve today—and you'll come 
up with the right answer: James Gray, 
Inc. has the experience to subtract all 
the details from your shoulders — and 
give you efficient, economical service 
in every phase of lithography, printing 
and mailing. 


Undivided attention to detail plus 
complete facilities for any direct mail 
production problem equals the James 
Gray service. Call or write today to 
have us sum up the help we offer you. 
No obligation, of course. 


*ask us how we help Springer Pub- 
lishing Co. multiply its sales 


Jue 


WY 


games 


lithographers lettercraftsmen printers 
216 East 45th St. 

New York 17, N. Y. 

MUrray Hill 2-9000 


Ailes Menagerie 
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ADVERTISING 


don't include us as subscribing 
to uncertainty ana pessimisr ‘ 


\ special report from advertisers and agencies on definite 
plans for 1954. Majority report: increased advertising budgets 


Related Item" Promotion Pays off 
For IHC and Drott 


International Harvester has the tractors and 

clam shovels. They teamed up, budgeted $14,000 for 
tion, and booked $454,190 worth of orders as a res 
market: municipalities with a garbage problem 


DIRECT MAIL 


How to Edit and Distribute 
A Company-Sponsored Magazine 


But, first, how does this kind of publication differ from a 
house organ’? Who uses it? How much does one cost? It 1s 
part of the revolution in direct mail dealer help 

By A. M. Andersen, Vice-President, The Reuben H. Donnelley 
Corp 


EMPLOYE RELATIONS 


Why Wives Attend 
Ac'cent Sales Meeting 


They got a close-up their husbands’ company in action 


Amino Products counts on their enthusiastic support 


GOVERNMENT 


Strangulation—or Rebirth 


For Ike's Department of Commerce? 


Yelps of pain have greeted “Sinny’ Weeks’ 50% cut the 
controllable part of his budget, and major shifts in personne 
Now the new group is ready to operate. Will business like 
the GOP's conception of Commerce's function? 

By Jerome Shoenfeld, Washington Editor 


MANPOWER PROBLEMS 


How to Get a Salesman to Tell 
The Real Reason He Quit Your Job 


Whenever a salesman resigns, management can proht by an 
Exit Interview with him. It helps the firm spot, appraise, and 
correct grievances, and you may save a good man, too 

By James S. Arnold, Vice-President, McMurray, Hamstra 
A& Co 


How to Put More Pull 
Into "Help Wanted" Ads 


MARKET DEVELOPMENT 


Monsanto Helps Plastics Customers 
Get the “Feel” of Color 


Sure, plastics are colorful, but what colors sell best? Mon 
santo’s new color research program tor molder and fabricator 
customers shows them how to make the right decisions, helps 
Monsanto sell service and raw material 

By Philip L. Patterson 


SALES MANAGEMENT 


SALES ACCOUNTING 


When You're in the Red 
Will a Price Cut Work? 


d 5 reduction in sales price help vou attain sufhcient 
me to offset vour loss in dollar intake? How many 
ild vou have to sell to bring a profit 
Senevy, McKinsey & Co., Management (¢ 


SALES AIDS 


How Many Ways to Use 
Recording Devices? 


Ihe list is imaginative, long, and getting longer. Among areas 
where recorders are proving their worth: gathering market 
lata, held reporting, sales training, p-o-p selling 


SALESMANSHIP 


What a Purchasing Agent Expects 


From Salesmen and Their Bosses 


it never be forgotten: the salesman who calls on the 
is the mirror of the sales manager's fitness for his job.” 
orge W. Aljian, Director of Purchasing and Packaging, 
nia & Hawaiian Sugar Refining Corp 


SALES MEETING 


Brown-Forman Tosses Big Market 
To Distributors in 3-D Sales Meetings 


The three-dimension technique which has brought crowds t 
the movies is being applied to selling. With it, distiller of 
Old Forester sets hot pace for the Xmas promotion 

By George Garvin Brown, President, Brown-Forman Distillers 
( rj 


SALES TRAINING 


Cartoonist Solves a Training Toughie 


convince experienced salesmen that the selling 
{ shar 


hat helps salesmen analyze their techniques 


pening? Restonic does it with a barrage of 


SELLING TO FARMERS 


Operation Rainfall’: It's Strictly 

A Custom-Selling Job 
An irrigation system may cost as little as $1,000—or as much 
is juarter million. If company, dealer, and buyer are all 
to profit, there must be careful pre-sale preparation, expert 
engineering, conscientious post-sale follow through 
By Jack Folting, Sales Manager, Shur-Rane Dept., John Bean 
Div., Food Machinery & Chemical Corp 


DEPARTMENTS AND SERVICES 


Advertisers’ Index Sales Trend (Retail) 
Comment Scratch Pad 

High Spot Cities They're In The News 
Human Side Trends 

Readers’ Service Worth Writing For 
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“STOP! .. WHERE'S MY IEN? 


YOU KNOW | WANT IT KEPT 
ON MY DESK!” 


Advertise WHEN 
products are being chosen! 


The timing of Industrial Equipment 
News ... its ability to sell for you 
WHEN, as well as WHERE, products 
are being selected ... has always been 
one of its strong points. 


IEN is a monthly. But it’s in DAILY 
use. After LEN is first cheeked for cur 
vent product needs, it is neither dis 
carded nor filed. 


That’s one reason we put the PROD 
LCT FINDING INDEX on the front 
cover. And why readers like and use 
this index so much. The way you can 
be sure your product story is on hand 


WHEN needed is to: 


1. Choose Industrial Equipment News, 
the publication which is all-inclusive 
of product news and information; 


2. Advertise in Industrial Equipment 
News, the one which has the prefer 
ence for reference, for its complete- 
ness of information, its authoritative 
reporting, convenient format, handy 
indexing. 


1EN reaches the right people in the right 
places AT THE RIGHT TIME! 


Details? ¢ 
Write for NEW 
Media Data File Folder. 


Industrial 


Thomas Publishing Company 
461 Eighth Avenue, New York 1 


When Stutzi, th 
hund of a Bavarian farn 


litter of put these tw 


were substituted Both the pig 
the dc 72) juite content w 


arranger 


for Unusual Care on Long-Distance Moves 


Go the MAYFLOWER Way! 


>» When you move company personnel from one city to another, you want 
a mover who will take special care to see that the job is done quickly, 
efficiently and with a minimum of bother. That's why you'll want to try 
Mayflower Moving Service. Mayflower has pioneered more major refine- 
ments in long-distance moving than any 
other carrier. Mayflow er service means ex- 
tra precaution, extra protection and atten- 
tion to even the smallest details. When you 
move by Mayflower, not only are special 
pads and covers used on all finished pieces, 
but Mayflower even provides special cloth 
bags for casters and screws so that they will 
not get lost or separated from the piece to 
which they belong. Mayflower Moving Serv- 
ice is complete in every respect. It’s the safe, 
easy way to move. Whenever you have per- 
sonnel to move, call your local Mayflower 
representative. 


AERO MAYFLOWER TRANSIT COMPANY - Indianapolis 


are used for all 


* Guaranteed by 
Good Housekeeping 


a 
Yas Th) 
sovrente 


‘ 


Mayflower 


representation at the t pour 1 the pd states and Canada. Your local 


organizatior elected wareho agent 


Mayflower agent is listed in the cla f your telephone directory 


> 
MAYF Lowy 


NATION-WIDE FURNITURE MOVERS 


EXECUTIVE OFFICES, 386 Fourth Avenue, 
New York 16, N. Y. Lexington 2-1760 


EDITORIAL 


EDITOR Philip Salisbury 
MANAGING EDITOR A. R. Hahn 
ASSOC. MANAGING EDITOR John H. Caldwell 
SPECIAL FEATURE EDITOR Lawrence M. Hughes 
SENIOR ASSOCIATE EDITOR Alice B. Ecke 
ASSOCIATE EDITORS Harry Woodward, 
Philip Patterson, Lester B. Colby 
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WASHINGTON EDITOR Jerome Shoenfeld 
ROVING EDITOR A. G. Mezerik 
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ASS'T. PRODUCTION MANAGERS 
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ADVERTISING SALES 
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Jr., Gerald T. O'Brien 
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SANTA BARBARA, CALIF. (15 East de le 
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23612): Warwick S. Carpenter 


John W. Hartman 
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Madeleine Roark 
Nancy Buckley 


SUBSCRIPTIONS 


DIRECTOR R. E. Smaliwood 
SUBSCRIPTION MANAGER Cc. V. Kohi 
$8.00 a year; Canada, $9.00; Foreign $10.00 


SALES MEETINGS 


(quarterly, Part I! of SALES MANAGEMENT): 
editorial and production offices: 1200 Land Title 
Bidg., Philadelphia 10, Pa 
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GENERAL MANAGER Philip Salisbury 
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SALES MANAGEMENT, with which is incorpor 
ated PROGRESS, is published semi-monthly on 
the first and fifteenth except in May and Novem- 
ber whén it is published on the first, tenth and 
twentieth. Affiliated with Bill Brothers Publishing 
Corp. Entered as second class matter May 27, 
1942 at the Post Office, East Stroudsburg, Pa., 
under the act of March 3, 1879. Publication (print- 
ing) offices, 34 North Crystal St., East Strouds- 
burg, Pa. Address mail to New York office 
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@ West Coast televiewers get entertainment from every 
minute of Standard Oil of California’s weekly Chevron 
Theatre. Even the commercials maintain interest through 
use of novel demonstration devices. 
hill-climbing test, 
Supreme Gasoline, 


Here, in this miniature 
powered by Chevron 
points up the product's advantages 
\ BBDO San Francisco client. 


a model car 


over othe gasolines. 


3) This colorful ga 
first such electronic 
Collier s al The 


t ~ 


fold tor ’ r\ 
idvertisement ever to run in Look, 
hvening Post. Giving this ctient 
leadership look the distinetive folder opens right out 
hie thie Picture-Sentry 

Copy and illustrations analyze common T\-reception ail- 
ments. tell how this Cro 


Crosley i- is the 


Saturday ni 


i 


magazine to promote Crosley 


ey development cures them. 


He shuffles freigh: Ca, 


s with his 


@ Informative advertisements by BBDO) Pittsburgh 
help the Westinghouse Air Brake Company tell the story 
of its recent expansion into new fields. Appearing in 
Business VW eel; U.S. News & World Report, each 
color spread features a different division or subsidiary 
manufacturing many types of industrial equipment such 
as communications earth 


and 


sVstems, movers, and others. 


SAVING. BaAnns 


Q Cartoons and limerieks take this campar 
Savings Banks of Ma- 


bank adve rising 


the 


lithonal 


ihusetts along way om tra 


and give a fresh and convineme touch 
well, Pre pared by BBDO Boston. 
ran in Mass 


SUP por - 


to reasons for saving, as 


the Mm ill space 


serie ichusetts new papers, 
ind \n accompanying 


lime rich “writing contest drewa gratiiving number of entries. 


with 


television radio 


BAT I 


NEW Y¢ 


EN, BARTON, DURSTINE @& 


ak N aco ct A BURCH 
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Advertising 
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TO DAIRY COMPANIES LC Im TO FEED MILLS 


« ‘ * a 

a TO FOOD FIRMS TO POULTRY PLANTS 
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SALES MANAGEMENT 


NOVEMBER 


NOW! 


(and every month) 


There’s no slack season... just one big selling season after another. 
Month after month the Pennsylvania farmer takes something to market 

.a great variety of products to keep his income steady year in and 
year out. 


And, they add up to a dig annual total to make Pennsylvania a top- 
third state in farm income. That means big buying power as well as 
through-the-years buying power. 


Your surest way, your best way to reach and sell this high, steady- 
income group is via PENNSYLVANIA FARMER. It’s read in the homes 
of 4 out of 5 of these prosperous farm folks. It’s their home-state farm 
paper — serving them as no other can by bringing interesting neighbor- 
hood news and practical farming tips. 


Farmers in mighty few states have cash coming in all the time... and 
cash to spend all the time. But, along with Pennsylvania — Ohio and 
Michigan are states with similar farm income patterns, served by THE 
OHIO FARMER and MICHIGAN FARMER. It will pay to investigate 
all three. Write T1013 Rockwell Avenue, Cleveland 14, Ohio. 


(Per Cent Farm Cash Income Received Each Month) 


Advertise in 
PENNSYLVANIA 
where it’s 


PAYDAY 


the year ‘round o or Ap May June july Aug Sept Oct 


Based on eight-year study of Pennsylvania farm income 
1940 through 1947 (Government payments not included) 


% 
rex Bix 63% 87% e4% 84% 


Harrisburg, Pa. * THE OHIO FARMER, Cleveland, O. * MICHIGAN FARMER, East Lansing, Mich. 


“Running Now 
in the 


Newark Sunday News 


A series of roto 
features on 


INDUSTRY How to Sell Cars 
IN NEW : : ‘ — days when [he re iB ng | 2s d Crazvbo | 


lers extraordinaire, held torth with expansive claims 


ind superlati es are happily coming to an end These boys got 


JERSEY crowded out by reputable dealers, irate purchase s and Better Busi 
, ) 


ness 3 1reaus., sut there are still eno igh ot thei ilk around to make 


’ Nlartin H. Bury look like an automobile knight in shining armor. 
A 30- week series Bury, who is president of Wilkie Buick Corp., Philadelphia, proves 


covering the whole daily, that the wav he got to be the biggest Buick dealer in Penn 
fj s\lvania—and among top Buick dealers anywhere—was by honesty 
ield of 0 ipled with excellent sales n ethods 
manufacturing 
Re Bury ~ merchandising technig i¢ ly \ evol itionary tor al 
in one of the dealers and his management methods aren't exactly conventional, 
country’s top either. He pays top salaries of S100 a week to his sales executives. 
But it any ot the eight executives can't earn $25,000 a vear atte! 
arsenals of i two-veal test period ) “ th ODDIDISSIONIS and bon Ises, he ‘ dis 
production. ’’ charged. 


Phe man must measure up to the job,” savs Bury, “and we have 

“Th ° | set a $25,000 a year price tag on it.’ Only one executive has 
ese artic es tailed to reach the 

well liked, his $21,000 a year earn ngs did not measure ip to iob 


There was no hard feeling,’ Bury adds. “He knew 


TVVEEVTTDVUITN. Although he was a fine tellow ind 


+ 
are loaded with requirements, 
it was coming ur contract with sales executives points out the 


e¢ 
advertising job requirements clearly. 
e,° : 
opportunities. Compensation to executives based on a tormula that 


i commission on volume and a bonus on. profi We strive te 
Send for middle course, explains Bu ; We don’t want to sell a lot oft 


cars at a small profit or tew irs at high profit Commissions 


an advanced and bonuses help keep volume and proht in balance. Profit bonuses 
ire set | considering availability 1 C market potential and 


schedule today / what kind of sales will return best profit 


Not only the new Ca and ised 


NEWARK NEWS Roni a: Highs Boeing 


Newark |, New Jersey 


Omara and 
Ormsbee. 


BURY ... THE DEAD? .. . Nonsense, he's about the livest guy in auto circles. 
Martin Bury is the name. Here he shows off the ‘atest Buick product. 


SALES MANAGEMENT 
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HE PIONEERED 
THREE PRINCIPLES 


that made a name known 
‘round the World 


When, in 1888, George Eastman brought out his first 
snapshot camera, he pioneered more than photography itself 


A camera so simple anyone could 
take pictures, Eastman saw, could 
he sold by the millions once it was 
rade widely known and was readily 


available, in quantity, at low cost. 


And so 


neer in photography, became a pio- 


George Eastman, pio- 


neer in product promotion, too! 


He was one of the first to set 
down the principle of naming a 
effec- 
tive, he said, a name must be short, 
distinctive. It 


product effectively: to be 


vigorous, must not 


be capable of mispronunciatior 


nor of association with anything 


Other than the product itself. His 


1953 


trademark ‘‘ Kodak’’ wasall of these. 


Two other principles he pio- 


neered—mass distribution and mass 


education. 


To achieve maximum sales you 
must have maximum distribution, 
he realized, and set up one of the 
first 
and dealers. 


world-wide systems of plants 


To achieve maximum demand, he 


saw, you must educate the maxi- 


mum number of people to the ad- 
vantages of your product. And so 


Eastman was one of the first to 


advertise widely in both good times 
and bad. 


Today, the Eastman Kodak Com- 
pany—with products serving fields 
far wider than even its founder could 
have imagined—holds to his policy 
of consistent advertising to insure 
present demand and make friends 
for the future. 


As a result, our client of 23 years 


is favorably known by _ picture- 


takers in all free countries of the 


world. 


Can the benefits of mass edu- 
cation be put to better use in ex- 
panding your product in markets 
here and abroad? We'll be glad to 


talk with you about it. Call or write: 


J. WALTER THOMPSON COMPANY 


420 Lexington Avenue 


New York 17, N.Y. 


Washington, D.¢ 
de I de Jane 
Mila Johannesburg, 


¥ Deth ydney, 


, Miami, 
io Paulo, 
Port 


Melbourne 


fire manage ins ance department manage 


ager enjoy incentive incomes. Each manager is alt autonomous 
for Name Plates in his department's operation. He is guided by the volume and profit 
tormula and can make whatever expenditures he believes are neces 
that h ff Mf sary to make his department function more efhciently. For i 
eip sé e stance, the service manager installed an $8,000 washroom for me 

chanics to improve morale and efficiency. 


\ll 175 W ilkie emploves enjov } ynel alaries than COMmMparatlh 
ob classifications in other auto dealer organizations. “The 30) 
salesmen work on straight commission and turn a deat ear to any 
salary proposals. Last year with a slight shortage of cars, Wilkie 
salesmen earned $8,100 on the average for new car sales and $7,600 
tor used cars. C irrently, salesmen’s compensation runs berween 
$441 to $925 monthly. 

Bury tells the story of his company indirectly in his twice-weekl\ 
newspaper column. His column in the Philadelphia Bulletin 1 
paid space) started in 1949 and has helped build the dealer's net 
worth two-and-a-half times since that yea 


? , ] 

An: you satisfied with Bury's writing career started as ; mal ampaign against 
your product's identification?’ Sale and blatant and dishonest automobile advert ‘ by competitive dealers 
advertising men know how valuable a He resente d the ‘“ ild ( laims and phoney omers and ae ided to do some 
parkling name plate can be. Let us help thing constructive in advertising. Fach column is written in long 
ou ere dout identification that : 

reate standou ! lentification ‘ hand It only takes me 10 minutes to write n good olumns 
reflects your product's quality marks R p i 

. ry yy ones usu ti three Irs or more 
it for more sale Send a rough sketch ays Dury. oor ONES illy Take ee Nou! re 
or blue print for design suggestion and 
quotation Write for your copy 
. . « and How to Save Dough 

ol Etched or Lithographer 
Metal Products of Quality 
with full color examples of our What does Bury sav in his columns that clear his new and used 


name and instruction plates car show rooms while other dealers shout wild offers wit! 


wut re 
CHICAGO THRIFT—ETCHING CORPORATION sponse? He tells motorists how to save money on gas, oil, tires 

1555 N. Sheffield Ave., Chicago 22,11, Dept. J and how to buy a used cat He tells jokes, always on himself 
SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND. and relates anecdotes about early autoists and auto makers. He 


explains why he charges more for his used cars than the prices 


claimed by competitors. He tells prospects that he won't turn back 


/ 
none sO deaf sie Rta ak weak Ga a ee 
6 30 | 


y : — 7 He’s not bashful about competition. In his column he discusses 
— competitive cars and competitive dealers. He wrote one column on 
Packard’s anniversary model and another on Chevrolet’s Corvette. 


Bury's writing talents have not gone innoticed. While he Makes 
j 


no effort to be grammatical ‘ split infinitives, start witl and 
as those who ( ive ‘4 ) in 


or ‘but’ and end with prepositions’’——he does inject sincerity and 

ill t h warmth. He was approached to write a syndicated column. He tried 

wi no ea but couldn't. “When | stop talking about ow operation I seen 
or fail to heed Aece to have nothing to say. 


He has been approached to syndicate his column to dealers in othe: 
cities but tu ned if down. The column 1s the best sales tool he 


has. He doesn’t need the additional income from a syndicated 


7 8 forceful ords frequent establist rs 
pony tage "10,000,000 Suanie "the wane column and believes the column is more valuable to Wilkie Buick 


opinions of “teacher.” in ifs present form. 
How does teacher come by these opinions It has not alwavs been pear hes and cream in produ ing the column. 


Who helps to insure that she has the facts? ; : 
He's been called down by oil companies for telling motorists it’s 


Because of the incessant pressure on adults not necessary to change oil every 1,000 miles “under some cond 
of 30,000,000 school kids, your story told 
to over 900,000 teachers could be tre 
mendously effective 


tions.’ He has been upbraided by oculists, optometrists and 
ophthalmologists tor suggesting that motorists carry five and-ten 
cent magnifying eve glasses in the glove compartment to read maps 
With 4 state edited publications you get easily. He's had to worry about comments made in his column about 
flexibility that enables you to reach any ; 

the Tucker 


group of states, or the entire country. For Bok ; 
full information write Miss Georgia 4 the Tucker enterprise had not collapsed shortly after the col 


car. They might have been construed as libelous if 


Rawson, Executive Vice-President, State dissected the car. 
Teachers Magazines, Inc., 300 N. Michigan 


Ave., Chicago 1, III No matter how well off salaried emploves are at Wilkie Buick 


S . TEACHE N salesmen still insist on no salaries. Bury still has 75% of his orig 
‘ tate 4 Rs inal sales staff when he bought out the interests of Wilkie Buick 
Corp. in 1949, “For an automobile dealer today, that’s phenomenal,” 


Magazines poy “wl 
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EXPANDING MARKETS 
CALL FOR MORE 


a e 
SAULT STE. MARIE 


@ ROCHESTER 


@ BUFFALO 


ELMIRA @ NEW YORK 


NEWARK @ 


MINNEAPOLIS CORNING 
% 


ST. PAUL 

Capital Airlines has 7 
become a vital transportation MILWAUKEE 
facility because for — 
26 years its primary interest 
has always been the development 
of volume inter-city business. 

Better, faster, more flexible service is 
Capital’s pledge toward continued regional 
development. It goes without saying — 


expanding markets call for more Capital. 


© ERIE 


ROI CLEVELAND 


@ WILLIAMSPORT 


PHILADELPHIA 
READING® 8 @ 
HARRISBURG @ 


YOUNGSTOWN 
@ @ @ PITTSBURGH 


AKRON-CANTON 


© WHEELING 
MORGANTOWN @ 


CLARKSBURG » 


CHARLESTON @ 


BRISTOL 
KINGSPORT 
JOHNSON ony 


KNOXVILLE @ « 


ASHEVILLE 


BALTIMORE 


e 
WASHINGTON 


NEWPORT NEWS 
RICHMOND @ = @ 


NORFOLK @ 
ELIZABETH CITY @ 


GREENSBORO ROCKY MOUNT 
HIGH POINT e 


tHe RALEIGH 
WINSTON. 
SALEM DURHAM 


e 
CHARLOTTE 


HENDERSONVILLE 
CHATTANOOGA @ 


MEMPHIS 
° HUNTSVILLE @ 


® 
ATLANTA 


s 
BIRMINGHAM 


MOBILE 
e 
» 


NEW ORLEANS rs &% 
> 


Over 500 flights daily serving 
the Heart of Industrial America 


, 


General Offices: Washington 1, D.C. 
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AIRLINES 


“business publications are important to us. 
as readers and as advertisers... 


It’s good to see both ABC and CCA members 
teaming up through National Business Publications 
to make their magazines continuously 
more useful in their special fields.” 
Stuart Peabody 


Men who edit and publish business peri lating discussions of this sort. Because 
odieals are enthusiastic in the acceptance NBP provides this meeting place for men 
of their responsibility to both readers and of both ABC and CCA audited member- 
advertisers. Knowing that better value to publications, this association has made 
advertisers rests solidly upon better value new records in growth. Today, with one 
to readers, business publishing executives hundred fifty-six member -periodicals, 
are exceptionally eager to exchange ideas NBP is the largest association of its kind in 
with other met in similar jobs. NBP has the world and is using its fast-growing in- 


created a forum for cordial and stimu fluence to build a United Business Press. 


Cee mammal meal 
TS — 
a menmmenmmnneel 

eee 
For a United Business Press 


NATIONAL BUSINESS PUBLICATIONS, INC. 


1001 FIFTEENTH STREET, N.W. + WASHINGTON 5,D.C. «+  STerling 3-7535 


Press f mera bri 1 thousands of 

pages of specialized how and ad 

marketing nNagarztnes, vertising to tl men who nake decisior 

having a combined circulation of 3.504.067 n the businesses. industries. sciences an 
.. audited by eitherthe Audit Bureau of Cir professions ynpointing your audience 
culations or ) ed Circulation Audit, , , ) your choice Worete 
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Mrs. Milton Gee 


...0ne of your 


1,290,341 midwest 


farm customers 


Sales Quotas Easier to meet 
Where Farm Incomes Are 
Double U. S. Average 


Thousands of Midwest farm 
families like the Milton Gees of 
Moorhead, Minn. are moderniz- 
ing their homes. They’re in the 

market for everything it takes for 
a change-over to “‘push-button”’ 
living. 

Inthe Midwest, farm population 
dominates and demand is readily 
converted into sales because: 


@ Incomes are more than double 
the farm average for the re- 
mainder of the country. 


@ Three times as many farmers 
have incomes of more than 
$10,000 a year. 

@ Their investments in buildings, 
land and machinery are also 
double. 


WRITE FOR "MASS IS CLASS” 


These buying power facts 

are contained in a special 

new study by the U.S 

Census Bureau, com- 

paring Midwest Unit 

Farm Paper subscribers 

with other farmers in 

the nation. Write for 

your copy of this reli- 

able guide to more 

sales in the 8 Midwest 

states—where delivering your sales mes- 
sage to 1,290,341, or 9 out of 10, farm 
families is a one-package proposition of 
advertising in the five localized Midwest 
Unit Farm Papers One order, one 
plate at a substantial saving in rates 


Sales Offices: 250 Park Ave., New York 17 
59 East Madison Street, Chicago 3 Russ Build- 
, les ing, San Francisco 4... 1324 Wilshire Bivd., Los 
so DAK | Angeles !7 505 N. Ervay Street, Dallas | 
iowa J 


j 
4 

ASKA 
NEGRAS fit ENO 


MIDWEST ton! 


wis NSIN 
“As ins Me THEDEEPARMER 


Wallac: sae 
Ex Fa 


IN THE MIDWEST, FARMING IS BIG BUSINESS...AND GOOD LIVING! 
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COMMENT 


He Might Have Said, “What's the Use?" 


Whenever anv on is in selling yets chesty about how we have 
triendly n ip and competition couldn't possibly 
touch it, we should remember the Republicans and the new Democra 


Congressman trom the Ninth district of Wisconsin 


Obviously 


lidn’t 
heen 


Ike is pop la il i = (;0)P indidate Was 


' t 


back-Ike prograt 


to contest the dist1 


; " 
Republicans, in 1 Vv primary a month before, polled 27,Q00 


ites, and the Dem ould only muster some 7,000 in theirs 


We haven't anv idea of whether in his heart M 


ot election under these supposed]y dismal prospects 


Johnson telt 
but he went 


presented hin self to his prospects isked tor the orde and vot it 


Is Secretary of Commerce Weeks Right? 


Your blood mav boil. vou may be on the whole indifterent, or you 


night applaud when you finish reading our Washington editor's ap 
I iisal ot the Department if Commerce inde the le idership ot 


V one lair Weeks 


\ ording to retar\ Weeks’ i | c 1 the lepartn ent 


ind the people won’t stand for 


\ccording to his supporters Sinny’’ Weeks remembers that the 
Republicans promised during the 1952 campaign to chop Govern 


nent expendit es and he, for one, 1s doing his level best to make 


()t all the Cabinet members, Secretary Weeks, big money raiser 
tor the (¢ if Pr ind tormer Senator trom \l iSSait h isetts ranks high 
experience. It firing of Dr. Astin—-and 

ment—as director of the National Bureau of Standards. Weeks has 
shown his willingness to respond to public clamor. He also went 
to the Senate to ask for the money to carry out the Census of Bus) 
ness after the House had failed to include it in the budget. While 
he was turned down, Weeks demonstrated he had listened to the 


eople 10 believe the Census of Business is in the public 


reinstate 


When businessmen are identified with loud and urgent pleas for 
Kederal economy it is hard tor them to justify then requests To. 
Gjovernment services in which they are personally concerned. So it 
business is to quarrel with Secretary Weeks’ 50% cut in the Com 
merce budget under his control it weakens its argument for over 


all Federal re ion. But if you believe that special services are 


NOVEMBER 


How a 
$10,000 

ad budget 
“cleaned out” 
retailers 


That's what happened after Cisco, Inc 
New York, advertised its Challa Cloth 
men's shirts exclusively in The New 


York Times Magazine 


Since supply of the imported Challa 
Cloth was restricted, the advertising 
budget was limited to $10,000, concen 


trated in The Times 


Here's what retailers reported after the 


first Cisco ads appeared last fall 


“Mail and phone orders were so great 
we were completely cleaned out 
Weber and Heilbroner, New York City 


“We were amazed at the number of 
mail orders outside our normal trading 


area National Clothing, Rochester 


It's unusual to sell down to a single 
unit, which is exactly what happened 
Martin's, Brooklyn, N. Y. 


A good product plus your advertising 
in The New York Times Magazine 
couldn't fail to produce business’ 

Abraham and Straus, Brooklyn, N. Y 


These are just some of the comments 
from retailers up and down the Middle 
Atlantic seaboard, to which Challa dis 
tribution had been confined 


Moral? If you've got a good product 
to sell, we've got a good medium that 
will sell it for you. Try it. Find out why 
advertisers have made The New York 
limes first in advertising in the world’s 


first market for 34 years. 


The New York Times 


LOS ANGELES, SAN FRANCISCO, TORONTO 


THIS IS INTEREST THIS IS ENTHUSIASM! 


The 
AMERICANWEEKLY 


CREATES ENTHUSIASM’ 


Catering to the personal Enthusiasms of 

its readers and thereby creating buying Enthusiasm 

for the products of its advertisers, THE AMERICAN WEEKLY 
presented 210,587 lines of editorial service alone, 


last year... more than any other general magazine. 


“ENTHUSIASM is interest raised to the buying pitch! 
The American Weekly, 63 Vesey Street, New York 7, N. Y. 


MANAGEMENT 


Wons 


OTM | IsStOnS 


oO pay 0 


Ike's Depart: ne 


obsole re 


men ber “ warns Rover F. \ Vaindle, pre side nt 


largest ompanies Can more a curately 


! obsolete eg upment b 


come tl a sina lest plants isually 


anothe \ a pl 2 ! too 


ecause they nor mally 
! 
| 


But intermediate-size companies probably 


ipment needs 


of sellir 


man eftort thro oh 


inagement, ingenuity and invention, labes power 


ry Humphrey is still considered the strong man in Presi 
nhower’ abinet. The Administration is pledged to full 

ind 7 nsumptio ‘THN ind n | oduction cut 
make both possible. » much through 


ilate the sales atn osphere. 
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to SELL 
to the OIL 
INDUSTRY 


There’s a $3 billion a year market 
lor equipment ind services in the 

rantic petroleum industry. Do your 
roducts have @ place hire 


The oil Prdduc ing-Pipe Line Indu 
try uses everything from 5c bolts to 
$500,000 drilline-fies. Don’t overlook 
the remarkable sales possibilities in this 


crative iarket 


Phe of Refinine-Natural Gasoline 
Petrochem il Industry requires every 
thing from $1.01 paint to $1 million 

rocessing units. Capacity has in 

ased 51.20% sis WORLD WAR II 
lust the maintenance expenses in | S 

rave $700,000 daily 


DO YOU HAVE A MARKET IN 
THE PETROLEUM INDUSTRY? 


The world’s largest oil industry pub 
lishers can tell you if your product has 
an outlet here. Gulf public ations reach 
more than 90°? of the key buying men 
Annual Gulf reports give sales help in 
formation that spots purchasing power 


it all job levels 


NEW 1953 Market Data Books are 
iow available one for oil producing, 
one for oil refining. These valuable sales 
tools give latest information on how, 
where and what to sell to these sper al 

ed industrial markets. Sales ap 


proag hes, equipment SeTVICCS, re 
scl bed ‘ 


is help you determine yout 

tial share of oil industry business 
today on your letterhead for 

1 free opies of these helpful market 
book Address Dept. SM, Gulf 
P, ©. Box 2608, 


RY coh 


of a 
prpeu® 


THE 
GULF PUBLISHING CO. 


THE WORLD’S LARGEST 
OIL INDUSTRY PUBLISHERS 


P. O. BOX 2608 * HOUSTON 1, TEXAS 


>, out of the 
y: ‘3 Upper Midwest 


a SO oxcitin 
we made a 
movie of it! 
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orth Jahota 
N Da fa 


South Dakota 


EXCITING THINGS are happening in this great 
224-county market area called the Upper 
Midwest. Already wealthy in people and re 
sources, it’s now entering an era of new 
prosperity. 

Oil, for example, is now flowing from more 
than 225 wells in North Dakota’s Williston 
Basin, America’s newest major oil province, 
which promises 250,000 barrels a day by 
1960. Refineries and pipelines are already 
under construction 

Then, under Minnesota’s lake-dappled 
Northland lies taconite, the miracle rock 
that’s adding another century of production 
to the state’s world-famous iron ranges, 
sources of two-thirds of the nation’s 
Mining companies, already processing this 


ore 


NOTE TO ADVERTISERS 


This month, the movie ““New Wealth in the 
Land of Hiawatha” is being presented to special 
groups of interested businessmen in major mar 
kets throughout the country. The 26-minute 
full-color film tells the of the tremendous 
new developments now under way in America’s 
Upper Midwest 

It tells the dramati 
lignite oil in the 
Missourt Basin project 
fication, in industry and agriculture, which 
the key-note of the prosperity. Upper 
Midwest states rank among the top five in the 
production of 17 in 


story 


stories of 
Williston Basin the 
‘Too, it tells of diversi 


taconite 


ireas 


major farm products 


Now only 4 cities in the United States (N 
have Sunday newspapers with larger circulations than the Minneapolis Sunday 


“New Wealth — 


“ 


oe 


LA 


* Minneapolis 


of Hiawatha” 


low-grade ore, plan to invest a billion dollars 
in its future 


Over in the Dakotas, the magic brown coal 
called lignite can make possible whole new 
industries from gasoline to plastics, from 
nylon to fertilizer. Lignite could add 300 
years to America’s reserve of solid fuel . 
and there are 600 billion tons of it in North 
Dakota alone! 


So big it spills over out of the Upper Mid 
west into other states is the mammoth 15 
billion dollar Missouri Basin project — bring 
ing benefits water conservation, flood 
control, irrigation, power to a 10-state area 
Shown at left is the $300 million Garrison 
Dam in North Dakota an integral part of 
the project 


of 


Minnesota alone industrial employment has been 
increasing at twice the national rate! 

Vhis combination of new developments in 
natural resources and the already rich economy 
makes stability, inspires business 
confidence. For example: Prudential Life In 
surance Co. is constructing its new $8,000,000 
North Central Home Office building in Min 
neapolis 

If you are interested in seeing this picture 
of America’s newest high-potential market, 
write to the National Advertising Depart 
ment, Minneapolis Star and ‘TY 
Minne ipolis Minnesota 


for economuk 


7 ribune 


York, Chicago, Los Angeles and Philadelphta 


lribune 


Minneapolis Star and Tribune 
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EVENING 


620,000 SUNDAY 


MORNING and SUNDAY 


485,000 DAILY 


JOHN COWLES, President 
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3 BULLS-EYES 
IN 1 TARGET 


IN THE 


GREATER PHILADELPHIA MARKET * 


You don’t have to be a deadeye to score in these 


parts, podner. Tell your story in The Evening 
Bulletin—you can’t miss! 


In the Greater Philadelphia Market 


The Evening Bulletin is the daily newspaper 
with the largest circulation 


The Work 
trial Metropolis 
ster Philadelphia 
slletin is the daily ne wspaper 


° 
BULL'S-EYE tt 2 
PHILADELPHIA METROPOLITAN AREA (8 counties) 


The Evening Bulletin is the daily newspaper with the 
largest circulation —— read by 62% of families 


83 of population 80% of retail sales 


88% of new capital expenditures 


In Philadelphia 
nearly everybody reads The Bulletin scsi car ots es 
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BULL'S-EYE tt I 
PHILADELPHIA CITY (1 county) 


The Evening Bulletin is the daily newspaper with the 
largest circulation ——read by 72% of families 


47% of population 51% of retail sales 


7% of new capital expenditures 
F f 


e 
BULL’S-EYE # 

PHILADELPHIA TRADING AREA (14 counties) 
The Evening Bulletin is the daily newspaper with the 


largest circulation ——read by 55% of families 


100% of population, new capital 


expenditures retail sales 


Advertising Offices: Philadelphia, Filbert & Juniper Sts.; 
New York, 285 Madison Ave.: Chicago, 520 N. Michigan Ave. 


Walker Come y 


TRENDS 


As seen by the Editor of Sales Management for the fortnight ending November |, 1953 


iKInNY \) these 


BENEFICIARIES OF THE TAX CUT tormati ill be given for the 228 metropolitan 


Taxpavers with i: es of S/,00U0 and up will be the 
chiet beneficiaries ot its schedul 


we subty 0 1 1 grout 
ed in a shitt that has taken pl ceou 
market, as disclosed in a study by Henry 
a New York advertising agency “In 194] 
of our families earning $3,000 or less per veat 
onsumed 6067 of all apparel. In that vear only 5 
earned S$S,Q00 and over, and purchased 
apparel output Poday the families 
$5,000 and over bracket account for 57¢¢ of all 
\ ording , i ' mM; ; . the ) : n | sales. Ihe n iddle Income proup has just about 
¥ ind ale own and the 2 out « very 5 families that 
1000 income wil : axe ‘nough mone Lay » at the bottom ot * income ladder have 
buv a man’s suit. must pav $18 to apparel’s smallest market--about 1367 of 
ore for Social Security an ° net saving will add 


less than SI to the \ *khy aAVe . ‘ Among people 


th lower incomes the 1 aving will be almost nil 
cept for high income families, the tax reduction SUPREME COURT OK'S FAIR TRADE 
doesn t spell out much e ve new mcome, since more Within a period of one week the U.S Supreme Cour 


| 
than S0¢ f all ave re in the under-S5,000 0 a ' 
= 2 ee rave Fair ‘VPrade a poke in the eve when it refused to re 


yea lass : ; 
— view a Georgia decision against Oneida, Ltd.—and then 
. t immed around and Ave the proponents of Fair Trade 
S\I S tort on ’ 4 Noven be 10 you 1 
| | | the yreen light by refusing to review the Schwegmann 
mut f ear y < ] ‘r spend y nits there fT i a 
piste Meee ee re Bros. vs. Eli Lilly decision handed down by the Sth U.S 
‘ferred $7,000 and over class and what percent : 
: Circuit Court of \ppeals. 
i total disposabl lollars they control Phis 
In the Oneida case the Georgia Superiot Court ruled 
that the state’s Fair Trade laws were null and void and 
U.S supreme Court refused to review the decision. 


MOTOR VEHICLE In the Schwegmann-Lilly case the Federal) Appeals 
Court upheld the constitutionality of the Louisiana Fair 
REGISTRATIONS Prade law which Schwegmann and others were fighting 


It is only a layman's opinion that the legality of Fair 


IN THE U. S. 
52.6 Prade cannot be firmly and finally decided by the Court's 
Z v4 etusal to review a specihe case but lawyers and spokes 
48.6 I: * confident that they can 


MILLIONS Of men tor all I rade yroups are 
VEHICLES now proceed to police and maintain Fair ‘Vrade agree 


( PRIVATELY OWNED ments in all but four states and the District of Columbia 


Manufacturers who Fair Trade their products will now 
spot with their conforming retail outlets tor it 
to them to stop price-cutting by the discount 


ses and other stores which ha ce not heen Mairaming 


agen : 
FS : COMPETITION IN AUTOS 
& BUS Anvone who doubted that con petition has returned to 
hye a itomob le b Isines should ha ( ittended the DeSoto 
ms : ] ; ng in the Waldort-Astoria th week betore last 
' t ; Ne Y ork Ilerald TI Aune reporte y} ased if 

1935 1940 1945 1950 few Fark Bievelt Fribene sapurter: Wits 
DEC. 31 ethod ot stimulating sales enthusiasm was 

[ shit it and pl wed ! Ww. Methods ran 


SOURCE: AUTOMOBILE MANUFACTURERS ASSOCIATION 
GRAPHIC BY PICKS. Y om val nspirational s: manager speeches 
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When was the last time you were 
Potentials for Tomorrow 
an ae * Gola ts wo Larger ss say Hf the FULL POTENTIALITIES of 


i the Fete thon the Post TECHNOLOGY ove recized SIGNIFICANT SHORTS 
CONTINUED POPULATION GROWTH Lj . ae oo aaa 
| enssoR o iquor selling has changed jor the better in recent 


Cars, ‘The other dav Hiran Walke sponsored a mer- 


- 
- r y “a 
handising fair at the Statler in New York—a “Be-A- 
‘ POPULATION— : S ,- 3 ; 
ra Bette: \ler hant three-day meeting with continuous 
“ demonstrations and exhibits put on not alone by Hiram 
“9 To miLLONS ; ] al : 
Walker but by makers of business and bar equipment, 
AND FULL USE OF TECHNOLOGY TO RAISE PRODUCTIVITY ncluding Armstrong Cork, Burroughs, Frigidaire, Hot- 
ane * point, \loore Business Forn s NI onroe Calculating, Na- 
tional Cash Register and York Corp. 


"Commercials" are so important that a radio show 
with a 10 rating and poor commercials makes no more 
sales than one with a 5 rating and twice-as-effective com- 

als. according to kd Lethen ot CBS Radio. 


asoacemne se Credit is given where credit is due by ©). Fk. MeLaugh- 
aw in of the Sterling Engineering Co. in a printed letter 
7. 

$346 BULIONS LB *"se25 muons to stomers and prospects. Of his salesmen he = says, 


se 
VALUE OF TOTAL PRODUCTION - We 


egard character and integrity as the basis of sound 
business relations ur representatives, you will find, 


the rich nor down on the 


ire men who neither look p to 
poor; men who can lose without squealing; who can win 
without bragging; men who are considerate of others; 
who are too brave to lie: too generous to cheat; and too 
ensible to loaf: who take only thei share of the world’s 
coods and let othe people have theirs these ar¢ real 
This chart, prepared by Murray Shields, vice-president and rentlemen.”’ 
economist, Bank of the Manhattan Co., New York, describes 


objectives which are within reach and which should be our What is a merchandising manager? asks ‘Tony Whan, 


wep esident of Pacific ()utdoor \dvertising Co. We 
ogested to Tony that where there is both a sales man- 


constant concern to realize. Note the upward sweep during 
the past 50 years in our population, in our production per 


capita and in our total production. See how, despite depres wer and a merchandising manager, it was the. sales 


manager's job to put the merchandise in the store, and the 
merchandising manager's job to get it out of the store. 


sions, inflations, political changes and wars we have benefited 
from the leverage of rising population and rising produc 


tivity How would you define a merchandising manage ? We 
Trends have been drawn through the record of the past hope readers w ill send in their definitions and we'll be 
and have been extended through the next quarter-century happy to print them. Perhaps a common ground can be 


c } , . y . 
uch trend projections show that if our growth in population found. Tony Whan writes “Tt seems as though if vou 


were to ask 500 people that question you would get 500 
different answers.” 


and our progress in increasing productivity were to be no 
more rapid ir the future than has been the case in the past 
our population in 1977 will be 220 millions, our production 
per capita would rise from $2,100 per capita to $2,900, and 
the value of total production would show a rise from $346 
billion in 1952 to around $625 billion in 1977 

But the picture can be, and should be, even better. With 


full allowance for progress in reducing infant mortality and 


Gin and tonic help Britons. ‘Ihe spectacular success of 
Schweppes in persuading Americans to drink gin and 


tonic was cited by the British Treasury the other day 


is evidence that even personal tastes in the United States 


ould be changed by determined effort. This represents 
lengthening the span of life, the population is likely to in 


forward thinking and a change in direction, as will be 
ippre ated by any American marketing executive who 
has ever talked with British manutacturers in their home 
environment, ‘| he bulletin of the British ‘Treasury em- 


crease by another 10 million. With improved technology 
both in production and medicine (the latter reducing the 
number of days lost because of illness) production per 
capita would hit $3,300 instead of $2,900 after anothe: 
quarter-century, and production value would be $750 billion 
nstead of $625 billion 


phasized the importance ot “vigorous and sustained sales 
» omotion.”” Since 1948 the sterling value of the United 
Kingdom exports to the dollar area have more than 
doubled, while exports to the world as a whole rose by 


ibo if (if, 


fil . othe m sas ‘. It's anybody's market for new cars, according to a recent 
WMS «Anh ther movies, ° >. ieisen, eastern sales Renee le mong its b ‘ribe b NV wt I OY 
manager ot the DeSoto Division of Chrvysle: Corp., anid survey made a g its subDseri oe Dy ewsweek. L9IYo 
he was happy competit had ret ed 1 pred ot their subscribers (more than 265,000) plan to buy a 
as i co ) lat) aad re Itied tlld reaiet - . . 
that 1954 would be 1 ar in 1954, but few of them are set on the kind of car 
‘ a vood 


Vea 


they will buy. 77¢¢ of the buvers-to-be said they would 
\We hope 3 oe . e in other type f onsider more than one make of automobile before mak- 


' ) . 
neo the t ] ‘lection 
n inal selection. 
retailing there must be ‘ improvement at the retail » 


salesman level. No one has ‘"d to sell me an automo PHILIP SALISBURY 
. . 
bile for more than 15 ve: and friend after friend Editor 


SALES MANAGEMENT 


When HOTEL MANAGEMENT hits the desk, the “DO NOT DISTURB” sign goes on 
the door. For more than 8000 top hotel men and their department heads, HOTEL 


MANAGEMENT is required reading — because of the major role it plays in profitable 


hotel operation. Since 1922 there has never been an unbiased survey which has not shown 
HOTEL MANAGEMENT (fo be the industry’s favorite “methods” magazine. 


Manufacturers and their advertising agencies recognize its tremendous impact by 


placing, among its pages, almost two and one half times more advertising than 
in any other hotel publication. 


On Adres Oyclierre 


9OEE PESTAGE ANT ond ROTH MARTITS Tete (PORTANT CHAMERT OF DerTRRETION 


NOVEMBER 


A map of marketing and distribution is avail- 
able to all manufacturers and their advertising, 
agencies who are engaged in selling the restau- 
rant and hotel industries. This map, furnished 
in two colors and measuring 24” x 37”, locates 
the most lucrative markets and the most eco- 
nomical means for reaching them. In addition, 
you will find the nine most important states, 


AHRENS PUBLISHING COMPANY, INC. 


71 Vanderbilt Ave., New York 17, New York 
201 No. Wells St., Chicago, III. 


important metropolitan areas by restaurant and 
hotel sales, Location of restaurants and hotels 
doing an annual volume in excess of $50,000., 
restaurant and hotel sales by geographic divi- 
sion and the number of meals served daily in 
restaurants and hotels. 

This map is absolutely free! Write for your 
copy today. 


publishers of 

Hotel Management, Restaurant Management, 
Restaurant Equipment Dealer, Hotel World Review, 
Travel America Guide, Frozen Food Age 


Let it never be forgotten: the salesman who calls on the P. A. 


is the mirror of the sales manager's fitness for his job... 


What a Purchasing Agent Expects 
From Salesmen and Their Bosses 


BY GEORGE W. ALJIAN 


Director of Purchasing and Packaging, 


California & Hawaiian Sugar Refining Corp. 


h which 
was doimg 
owe might 
the White 
same com 
Black was 


i salle 


when we 

the Black 
hex inic in} 
Ities, and com 
When these 


inalyzed it became 


work 
HOV ANCE were 
plain that they were directly trace 


ible to the nexpe ‘nee O1 inadequacy 
t the salesman who was delegated 


W he the we asked tor 


prices, information on qu ility. 


tor ill on 
recon 
mendations on substitutions to in 
prove quality or lowe) ost ) ny 
othe vital 1 that 


to take out 


COMpPAany 


salesman had 

questioning back to his 
He lacked the knowledge 
the authority, or both, to provide the 
facts we needed betore we could in 
telligently place an order. Each time 
such intormation was sought it took 


from two to six weeks before it was 


tilable 
} 


ippare ntl bes wise the ‘ iles 


vad t t; | ol questions 
a number departments and 
snot given the ss we he needed 

oO prope rly ind 


| hye salesn l W“ 1" He 


h id be nm sent 


nfom us 


pa ed to sel] i 
He Knew the Answers 


lhe Wh te 
man who called o is Was a man I 
like to remembe id been with 


h COMP Any ‘ iV’ ie He had 
had worked 


Corporation's — sales 


ering ba kore 
+} 


ne p odu tion ¢ 


He knew 


the Ills ale Wa 

with. policies 

Inge COsts. He y § nuch more 
than we did about the commodity he 


sold that he could show us how to 
benefit by doing thus and _ so. He 


enjoved the confidence ot his con pany, 


ind sO 6 i MaKe decisions: 


when 
le vave is his word on something 
we could depend on it being final. 
He could sit down with us tor an 
hour and vive us more tar more, 
than his competitor did in many calls 
much running back and forth, and 
wasteful, tn CONSUMING 


Noniwyg 


COT respond 


CIC ind telep 
Who Got the Business? 


It OCS without saving that the m 
with the second salesman got more 
ind more of our business. 

You may say these two men stand 
tor the low and high in salesmanship 
that the majority who call on us 
fall in between, and that is so; but 
t a scale were drawn, 20 vears on 
the purchasing end of the sales rela 
tionship compel me to sav that there 
ire too many of the first type, far 
too Tew ot the second 
illuminating to take a 


It may be 
loser look at the salesman we don’t 
like to de al with isk ou 


such salesmen are assigned to call on 


selves why 


irge buver, and then glance at 
salesman we welcome when we 
ve the pleasure of meeting him in 
office 
Despite some d ring 
the past 10 years 


market, 1 


‘ ilesmen 


seller's 
to say that 
} 


have progressed further 


would 


the past Tew decades with respect to 
their function than purchasing agents 


t} 


ve in their function of buving. But 


there still tremendous roon to! 


unprovement, pa ticularly 
What do we mean by servi 
become such a catch-all word that 
will not attempt to define but to il 
lustrate it. 

I] have been asked, What, fron 
the P.A.’s point of view are the 
worst lacks in the salesmen you have 
had calling upon you as a buyer?” 

Answer: Lack of knowledge. Is it 
unreasonable to ask that the man 
calling upon us to sell us something 
should know 
modity than we do? That he should 


have the « onfidence ot his management 


more about that on 


so that he will be in a position to 
vive us essential information and data 
in a minimum of time which will 
enable us to buy and orde ntell 


gently ? 


What We Expect 


Let me illustrate. My con pany 
rol example, buys a lot of paper con 
tainers—over 10 million boxes an 
nually from various manutacturers 
When a salesman presents some of 
these boxes we expect him to know 


about the con ponent parts and how 


each contributes to the quality and 
‘Take a ship 
ping container which consists of three 
liner, the 


price of the product. 
components the outside 
inside liner, and the corrugated me 
dia. Ihe materials used to make the 
thicknesses, 
the adhesives used, the way 
is made, taped, inked, cut 


three components, their 
weights 
the box 


all have 


rigidity 


bearing on the sturdiness 
and appearance of the box 

If over and above this really basic 
knowledge the salesman has sufhcient 


background on other production de 


tails, he may be able to sav, “If vou 
box off a half-inch here 
hange these dimensions, rearrange the 
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does 

Le That 

irns with 

‘mn we look 

“That isn't 

He tries 

t Ol the third 

\ week o1 

word from. the 

company : accept your ! 
der: isnt \ > said at 

\fte 1 re | rm work, o1 

telephoning we ma\ 4 ive at some 

point of understanding, take delivery 

and get to the billing Lhen we find 

s not what the salesman 

quoted The consequent waste ot 

time and money to our company—and 

the selling company iS. Incommen 

surable. | am afraid tar too many 

x .'s will recognize the picture fol 


be charged with overdrawing 


| ach ol knowledge 1) idequate 
background nsufhcient experience 
unfit the salesman for one of his 
greatest opportunnt 
the buyer, which n the realm ot 
savings. \ salesn who knows his 
iob knows his | luct knows his 


rt 


OMpany il y e ill SO 
’ | 


to ( 


()ne 


Is to 


quota 
“ here 
juality 
oO lq) 


Ss ad 


e 7 lor exam 


Or standardization 


ple in a case brought my attention 

where a company hi buying a 

machine part which orig nally was 
t. This part cost $1.7 


' 
ng salesman showed 
m that the Pp. 


stamping a 
(continued on page 100 
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Meet the Author 

Ideally, “the purchasing agent's best 
friend is the salesman,” says George 
W. Aljian, Armenian-born director of 
purchasing and packaging for Califor 
nia & Hawaiian Sugar Refining Corp 
San Francisco 


Aljian, who joined C & H in 1919, 
spent 14 years in chemical engineer 
ing. He was appointed purchasing 
agent in 1933. He promptly joined 
the Northern California Purchasing 
Agents Association. Aljian has served 
as chairman of the group’s education 
committee and as its president. In 
1946-47, he served as president of the 

ALJIAN National Association of P.A.'s. 


Traits of Good Salesmen 


The author: ''l like to do business with a salesman who": 

1. Makes an intelligent presentation of his product. 

2. Calls only when necessary and stays only long enough to carry out 
the business of the day. 

3. Furnishes prices promptly and accurately on request 

4. Advises if prices can be improved with better quantities, altered 
shipping time, or other factors. 

5. Furnishes information on new developments, new uses, improve 
ments in methods of manufacture, the latest engineering research data. 

6. Helps the buyer to avoid overstocking or buying something he 
can't use. 

7. Gives prompt attention to errors and omissions on shipments, 
invoices, credits. 

8. Advises if shipments will be delayed, giving adequate notice so 
that the purchasing office may be in a position to notify or otherwise 
serve its plants and offices. 


How to Develop These Traits 


The author: ''Sales management, in our opinion, will’: 

1. Select basically sound trainees for selling jobs 

2. Train, train and train beginners; and re-train experienced men 

3. Accept it as the perpetual function of the sales executive to guide 
not alone the sales program but that of each man on the force 

4. Assist each man to size up himself, his capabilities, his tempo 
and assign him accordingly. 

5. Help each salesman improve his theoretical technique, his man 
ners, his own sense of sizing up buyers, buyers’ companies, and their 
policies and personnel. 

6. Help salesmen in familiarizing themselves with their own product 
and that of the buyers, their own company, its policies in the sales 
field, and how far their authority goes. 

7. Help them to be dependable, considerate, prompt, enthusiastic, 
and adaptable. 


They re in the News 


BY HARRY WOODWARD 


td 
ee: 


FROM A JOB ot 4 cing Vacuun cleaners, Walter \. Mounz has 
noved up to the general sales managership of his company: 

25 years ago a younger W alter 

tluiated tron \kron ‘ Crartield High School went down to the 
Hoover Company's plant, 32 miles away, and convinced the Employment 
‘should be put to work. Consequently, atter that early start, people 
vouthtul-look ny Walter tells them he’s a 25-veat 

om the beginn ny \\ ilt h id his eve on selling. And when 

ct manager in’ New York fell vacant in ‘45 he 

the job. His bosses were a bit hesitant in 

toughest door-to-doo and dealer 

pling But he had risen steadily in 

id pre-war sales results in the New York 

been good. Phe decision to let Walt 

ide New Yo k the outstanding Hoover 

levements: a new dealer setup, now 

Hoover all over the country. He 

h day tor progress, with an ultimate 

mind. And all his planning has a 


W it sell Hloove products?” 
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SUNDAY SCHOOL BEGAN IT 


yust ! whest honor his pro 
to offer—the Miles Award. 


‘n love of letters b 


He actually entered 
1 Pittsburgh 
reator of letters that 
he tackled the Big City as business 

VWatlhag 
management 
ation. 
to begin his own magazine 
Ihe Reporter of Direct Mail 


shop in Garden ( 


Advertising.” 


ind trembling 
night think that he 


(Vous 


construction and 
author 
Dogs That Clim describes 
now, 
those who want to see tus here.” 


resident ot 


¢ 


too 


took 


on 


A BRAND-NEW TYPE «1 man for the 
wallpaper industry: That's Frederick B. Heitkamp 
who moved into United Wallpaper, Inc., as its 
president. For 17 years he’s been with Daystrom, Inc 
parent company which owns and operates plants 
n the graphic arts, furniture and electronic fields 
He went to Daystrom as v-p in charge 
of sales tor American Type Founders, In 
and later, as executive v-p of Daystrom, had charge 
not only of American but Daystrom Instrument 
Division, Daystrom Electric Co. and Daystrom 
Furniture Co. Obviously Fred Heitk ump is versatile if 
nothing. A well-known figure on podi ims wherever 
hianaven ent v Oups needed i cra k speakei he Was 
one ot the tounders of National Industrial Advertisers 
\ssociation. He's excited about his new pest: 
United Wallpaper is, as he points out 


! 
net only the largest wallpaper manufacturer but, in 


the past decade, it has pioneered in such 
wallpaper advances as ready-pasted 
eady-trimmed, easy-to hang papel which 
made to order tor the growing do-it 
vourselt arn In his house he and son, ‘Ted, hold 


the tort against the rou He tkamp girls: NI rs. H. 
and three pretty da ivhters. Sometimes the boys 
even go over to the enemy, he says w th 


a twinkle. 


Cartoonist Solves a Training Toughie 


Can you convince experienced salesmen that their selling 
styles need sharpening? Restonic does it with a barrage 
of cartoons that helps salesmen analyze their techniques. 


toons 

vu i new Restonic sales 
called Developing a Nore 
Selling Style.” 
the cartoons—in flip chart 
the hub of local sales 
the sessions tron 
iuse each picture 
or “how-not 

hniq ie, the draw 


ntation discussion 


1Oon) obser \ ( 
meetings cle con 
Lis ission toward 


\nalvze Each Call 


mpted t 
. . 
Reston s 
yroups ot 
150 salesmen. But he thinks 


better impact when the size 


ot the grou s held down to local 
dimensions. He will continue to keep 
cartoon sessions small. 

Theory behind the illustrations is 
simple sosin ple that it is often over 
looked n training Savs Cardiff 
‘Nearly every salesman,” he points 
out, “will admit that when he thinks 
back, he'll always discover something 


al should have said oO} should not 


have said. ‘Vhe drawings simply help 

salesmen analyze thei presentation 
techt ques 

In the 51 page sales manual, made 

ip of the toons and their accom 

there are liberal doses 

psve hology 1.@., 

Is highly 


ivht out of 


“Develop 
Selling Stvle” 
to men sell 


ils or auto 


Never Say Deal: 


sell nerchandi 


tempting to 


t hurts your 
‘Here’s a deal for 
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Believe in Your Product: 
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rie l i¢ 


nN rh i nentions a 
are Vou 


re ,) 
me tS floor 
1] 

Sit o 


people w 


Ye 


Hino hedd 


Yo il 


1953 


Why Wives 
Attend 
Accent 

Sales Meeting 


They got a close-up of their 
husbands’ company in ac- 
tion. Amino Products counts 
on their enthusiastic sup- 
port and, happily, gets it. 


difterence betwee: 


working and 


‘There is a 
equipment equipment 


The difference 


| the hun equation 


that works properly. 
People are 
the important ingredient, and the 
men, by and large, are just about 
i rood as the women who help then 
ob 
2.1. Bishoy 
urge of the Amino 
Internation! Min 
ils Corp. He 
omt meeting 1 sale 
fiom groups 
e it the San 


| 
1 has opened a 


(HPC extension It IS a 
with this difference 


there is u sual ilertness a and i 
} 


ile onterence 


Trak itmosphere of flowers and 


femininity. Seated in the conference 


roon with the | executives tron 


he ompany s \ ous ofhices and 
! 


fening closely to the speeches and 


LISCUSSION ' the wives of those 


Xt itives, They ire iuditing the 
day meeting at which institu 


] 


processing and retail 


\ ce nt 


ind techniques involved, are being 


tional tood 
sales of and the problems 
examined. 

Lhei presence here sa new step 
in a program close to the heart 
Bishop and to the corporation’s presi 
dent, Louis Ware. It is the first time 
the production and sales wives have 
been brought into a meeting or in 
ited to participate in the attendant 
plant and entertainment activities of 
INIC principals 


believe it was a success and points 


t mayor conterence 


30 


1. WELCOME 


2. FLOWER-DECKED meeting room. In foreground: Ac'centsales and production executives. . 


; 
the way to a desirable integratio rt ‘ ot tl plant in the Santa Clara 
personal lives of the , where 4,000,000 pounds. of 


partie ilarly 


the b ISINCSs al 


| 
men they employ, monosodium — glutamate) 


sales. st: who must often be have beer duced annually, a figure 


trom ir homes and families. doubled by the new 


Let us take a quick look ; ' vddi 1 to the $7,000,000 enterprise 


tivities in which the wives 


{ 
pated ind the attendant INKING I tl Hower-filled hall where 
ind then 


ual aids gave facts 
| 


Nas been developing { Ist) é i idl 3 He ENO, 


oy 


pany itives and their 
‘welcomed by Bishop. His 


hand al t 


the “curtain” that all too often ¢ 
ists between business on the 


nd family ind community 


one of the conterence 


International has in 
the othe It 


} 
t 


Bishop's ino Products Division, he said, 


vat the ex I l curtail ) f t activity that can be talked 
eat enthusiasm.’ It 


responsibl 
intages for isil and 1 1 1 lasn which contributes so 
] 


! 
dependent 


F to the success of any organi- 
| he onte TK ) “] I ic a he added 
+} 


In order to main- 


at the end of . Ina meetis ain such enthusiasm at a high level 
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— 


oer aA tl 
ACCENT MAKES FOOD FLAVORS SING” 


BUFFET BREAK on lawn at Ac'cent plant under the. . 


j 


4. VISUALS help Joan Reck, director, consumer services, tell story ... 6. BRILLIANT Santa Clara Valley sunshine 


we b 
kind otf comn ! 1 processing sales 
bod j . 


KNOW eage B ooks lavlo 


" sbands manager aided by a guest R 


ce president of tu 
tood chain headquartered 


iad ser Fa Northe 


rid < 
presentations Dj 
navel the d recto 
es, and the technical 
service director. A barbecue filled 
the evening. The following morning 
was occupied with dedication of the 


ant extension and luncheon. In 


atternoon and thro iwhout the tol 
ing dav when the torthcoming 
tutional, retail, and tood process 
ales programs were presented 


Why AMERICAN MDECALS 
ane No.1 w your 


American Decal complete art and 
consultation. service, available without 


bi obligation. Write for full color brochure 
and sainples. « A 


American Mecalcomania fo 
4344 W Fifth Ave 


Dept J - Chicago 24, Ill 
Mig New Vor elena 


w 


analyzed he ve ; “ived an in 


} 


sight into problen S 


and the objective ti uy thei men 
‘The day closed 


aliswel SESSION all ie sales 


question at d 


programs. 
During | la 


Was a session for 


oy when there 
sonnel only 
research 


: 
technical and research 


and the separate qua terly 
meeting to 
personnel only, the wives had an i} 
portunity oO | ! acquaintance 
ships. “This was assisted by a pu 


book let 


which each delegate and guest was 


size plast ( covered 


presented at the start t the confer 
es ae d ach parti 
pant and wite 
Examples: “A. J. Cassidy (New 
York). This Irish lad is Northeast 
ern Division Sales Manager for Ac’ 
cent. He 


and works hard 


knows. his tood business 
at if but he’s no 
slouch as an athlete, listing his special 
interests as golf, football, baseball and 
With all that, he’s a 
dener as well. Wife 
patient when he goes out 
Bachelor's Barge Club back east. 
And: “Mr and Mrs FE. G. (Ned) 
(San Francisco). Ned Free 
man is our Western Sales Manager. 
He covers the 11 Western 
including Alaska and Hawaii (empha 
sis on the latter!). Mrs F. (Ruth) 
is no stranger to the San Jose plant. 
They celebrate their 18th wedding 


anniversary at the sales meeting Tues 


rowing. 


Jeane, Is 


I reeman 


States 


selling who?).” The 


h Is designed 


day (who's 
easy, informal approa 


to promote the “good communica 


tions” stressed by Bishop as essential. 

“It is only through good communi 
cations that there can be proper un 
derstanding, and without proper un 
derstanding among employes at all 


ley els 


satisfactory and the 


working results will not be 
morale ot the 


organization will definitely suffer 
He Meets "The Team" 


Phe company’s experience in bring 
ing all of thei emploves, not alone 
those concerned with sales, closer to 
gether and the families closer to the 
business dates back many years. Bishop 
never takes any in portant new mem 

into the working force without 
first getting to know the man’s wife 
ind tamily He comments: ‘The 
should not come with us unless they 
like us and they should want us to 
like them—all of them, for when you 
ret down to bedrock 
wite are 


a man and his 
a working team.” 

In these davs ot lessened com 
munity participation by nearly every 
body, of shifts from community to 


community to community and attend 


ant isolation, husbands and wives 


need to feel closer to one another and 


se( urely entered in} 


and * family in in 


more 


to the business 


> 
economic support. Busi 


hanagement Bishop believes 


attempt to create new centers 

those they em 

families so tha 

a much publicized 

msecu \ nay bet tigated. With 

out this sense ot 

lines, salesmen 

bring is con posed 


effort to the ob 
Sound Family Life 


“T don’t wish to be and am _ not 
dogmatis about ~ 
We have all known the salesman 


or sales executive who does a tre 


he interpolates. 


mendous job in spite of—sometimes 


vou might say, as a flight from deep 
emotional insecurity. it is not 


breaks 


W hile we 


often sustained. Something 
sooner or later. And so 
do not make a sound tamily situa 
tion a condition of employment, rea 
exceptions to all 


lizing there are 


rules, we have learned trom experi 
ence that where it exists the men are 
more stable, more loval, and over the 
long p Wl, better producers.” 

Bishop has set no formula for feel 
situation. He 
mav find an opportunity for a visit to 


ing out the tamily 


the home of an acceptable candidate 
for employment; invite the man and 
his wite out for a meal; ask them to 
some Intorn al vet tovether where 
they will be likely to relax. 

Once a man joins the company 
effort is 


him and his tamily to feel a part of 


every made to encourage 
if. In addition to personal contacts, 


the company has three publications 


which keep wives informed and which 
stimulate a sharing ot work problems. 

One ot these is “San Jose AC’ 
CENT News” which goes to the 


homes of sales and sul 


visory. pet 
sonnel as well as all other emploves 
anothe) New Notes in Cooking,” 
which stresses the product and is 
beamed at the womenfolk; and “The 
Phird) Shaker’ salt, *pepper, and 
Accent oduced tor the trade but 
also” sent homes of sales 
personnel, 
Savs Bishop: 

appeal to the wive 
to the 


brokers 


operators, and 


| we an 
or every one of oul salesmen 
wives of the salesmen of our 
wholesalers store 


achieve a goodwill relationship all the 


wav along the line—what a tremen 


dous force we will have generated for 
our product!’ 
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H your product 


belongs in metalworking... 


These 22 manufacturers of heat treating 


equipment advertised in STEEL during 1952 


Ajax Electric Co In 


your advertising belongs in - JS A464 6 | American Gas Association 


American Gas Furnace C¢ 
(WE WEERLY MAGALINE OF MOE TAL MCORAAMNS 


rcinnat: Milling Machine Ce 
Cities Service Onl ¢ 


vare Tool Steel Corp 

Furnace Div 

1] Purns Ce 
All heat treating or annealing 1s Furnace 


done in the market reached by Engineers, In 


STEEL. Of the 5,944 pl ints id S. Gordon Co 


yee ; 
t do heat treating, STEEI Gulf Oil Corp 
Super Quene h On 


Hevi Duty Electric Co 


reaches 5,579 of them. The 


key men in these plants are 
. . Holcroft & (¢ ompany 
Kept informed by STEEL’s editors on all 
. e Houghton & Ce 

Significant metal treating deve fropments Just it Treating Materials 


inother reason why STEEL is the logical = Knapp Company, In 


choice as the basic paper to reach the — ee 


$111 billion metalworking market Improvement C« 


eeds Ni i > Co 

STEEL + Penton Building « Cleveland 143, Ohio Leeds & Northrup ( 
Lepel High Frequemn y 

Laboratories, In¢ 


Lindberg Engineering Co 

High Frequency Div 
ll MANAGEMENT rhe Ohio ( 

You advertise in STEEL to reach eee eee wr 
‘ : PAY PURCHASING Phillips Petroleum Co 
all four buying influences 
Sargeant & Wilbur, Inc 

Westinghouse Electric Corp 


Electronic & X-Ray Div 
PRODUCTION 


ENGINEERING 


L.MERY 
AIR FREIGHT 
CORPORATION 
ANNOUNCES’ 


@ REDUCED RATES AND LOWER MINIMUMS— 


for virtually every weight and distance. 


@ ONE STANDARD OF SERVICE ONLY FOR ALL SHIPMENTS— 


its famous Blue Ribbon Service, with over 900 rated points 


served throughout the Nation. 


These lower prices have been made possible by increases in 

traffic volume which have established an unparalleled and continuing 
record. But there will be no reduction in the extra value features 

that have made Blue Ribbon Service unique... pickup and delivery at 
your convenience, day or night . . .“‘fire department”? runs when you 

need them . . . individual shipment control for tracing reports and delivery 
forecasts that you can bank on... Air Procurement Service, an Emery 
exclusive ...special Assembly and Distribution privileges which 


make all the difference in reducing minimum and per-pound charges. 


Phone or write for full information about these rate reductions! 


EMERY AIR FREIGHT CORPORATION 


New York 17; Offices or agents in all major cities and towns in the United States 


ANS ADVERTISE THEY USE 
THE NEWS 


NEWS Want Ads are the over- 
whelming choice of the people of 
Western New York. Every day the 
News publishes 7 or more pages of 
want ads... all set solid . . . no 
white space, cuts or display. 


The NEWS is by far the largest 
upstate classified medium, and this 
preference by newspaper readers is 
proof of its all-around advertising 
power. 


If you wish to promote your prod- 
uct in the big profitable Buffalo 
Market, you can safely follow the 
example of the people who know it 

‘hs best... the users of News Want 
e752 Ads. 


Ww 


BUFFALO EVENING NEWS 


Editor and Publisher Notional Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER : 


Where Are the Sales Trouble Areas? ee ee 


Rebuilding sales forces wil! 
meet the hallenge ot th S emerying 
Because of keener competition and abundant stocks, 155 » — A ~— number of com 
panies believe. ley are intensifving 
manufacturers find buyer resistance the big headache. _ their efforts to recruit competent sales 
en and to train existing salesmen to 
lo a better job. One-third of 
strial Confe I vear. The othe np en ompanies surveyed will 
ecently asked 155 manu future budgets at | “d salesmen in the field 
the th S vear Ss expendit ire. ecruit likely andidates 
Over-all sales expenses, 4 per In several organizations, salesmen’s 


ize of sales ire the s ; I compensation plans are indergoing 


ompanies whether 


n 7% of the ompanie than revision as a= step toward build ny 
were last year, and half of these sales enthusiasn Revisions will liber 
same compames expect to increase ilize earlies compensation plans 
their expenditures in 1954, partly as Lower production costs, NICB 
‘d competition a result of their intensified sales e finds, will be one weapon used to fight 
ous attention to forts and partiy because of risi ice competition. Some manufactur 
acceler recruiting and train osts, ers believe that maintaining or m 
ing of salesmen; (2) development of Price competition is becoming proving quality against a background 
new produ ts an new markets for prev lent, the con panies report. Loss ofr rising costs 1S probably their most 
existing products; (3) reduction of of defense business has freed produ dificult problem at present. 
production and distribution costs; (4) tive Capacity in some industries and Additions to the line and new uses 
improved delivery and service; (5) has greatly intensified the search for for old products are the solutions to 
dealer education. consumer markets. In the face of some sales troubles, several companies 
See how the attitudes of the s1 adequate supplies, customers are be believe. Many of them are consider 
veyed manufacturers stack uy i oming more selective and are offering ng the introduction of new products 
your own: more resistance. ‘Customers,’ the that are really additions to their prod 
Advertising expenditures of half ompanies relate, “are not only price ict line rather than divergent prod- 
the companies will be higher than onscious, but are demanding better 
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How to Get a Salesman to Tell 
The Real Reason He Quit Your Job 


were smoothed out and arrangements 
made for bette: interpretation W th 
an Exit Interview with him. It helps the firm spot, appraise, salesmen and Se led to 

better understanding and satistaction 
and correct grievances, and you may save a good man, too. Where such conditions need to be 


changed, it is wasteful to lose both 


Whenever a salesman resigns, management can profit by 


business and the interest of the sales- 


BY JAMES S. ARNOLD men because of them. 


e , te >( } tervie also 
Vice-President, McMurry, Hamstra & Co.* ce apg de yd 


provides a limited opportunity tor 

downward communication. The sales- 

man mav discuss the interview with 

Patterned Exit Interview for he learned that he would be eligi others. This may serve aS a means 

a multi purpose tool. It for future advancement. of correcting general misconceptions 

make significant contributions in In the Exit Interview, the possi and of providing other employes with 
ot the tollowing areas bility of returning the salesman to 

the job should be kept in mind if it 

1. Salvage of Good Salesmen: cai eid ciel veecainmabiies The 

ome terminations are the result of salvage of desirable employes has an 3. Catharsis: Becau 

important effect on general employe , 


rected if they are : | 
1Orlate 


a clearer understanding ot the con 


pany'’s policies and views 


satistactions, or muisunderstandings ‘ m 
ire of competitive sales work, plu 


Per| * Caretul salvage ot good sales the personality 
S ) Pa 

ernaps learning oF men will help to convince others that some salesmen b 
h conditions in the Exit Interview 7. : ane : 
: management is interested in- thei ments and frustrations wit 
s late, but sine yood communication | ; . a eSUT AU ! 
weltare selves until their worries 


olten a problem n sales yroups, it N 
; all ot every terminating salesman is Scatnwne > re thar 
£ of savistactions are more Man 

I 


better to learn ese conditions 


‘ 

ite than never. \ case of this kind 
rred recenthy 

\ out so that every good salesman can Satistactions and worries with a sv: 


\ salesman in Akron, O.,. had con Rai ; , 


saved, since appropriate policies pathetic listener, he feels better. He 
tin rally placed higher n sales volume ve 


) 


worth salvaging, and satisfactory ar- bear. When such a person has 
rangements cannot always be worked chance to talk out his problems, dis 


and standards must be maintained s then better able to cope with his 


anKk thi the sales toy) . > : ol 
ink than the lesman for the same However, the Patterned Exit Inte own situation. The Patterned Exit 


m om Youngstown He usually 


tood higher in sales contests and was 


: = eS 7a 
view helps to avoid Se oe " Interview provides this opportunity 
minations by providing a thorough in ‘ eS ge etme Oe 
onside ed atl etter ft c lov il sales : rat : t} : ¢ ( ) +} . b i blow ont ese a pry — _— 
Ye a \ estigation of le Tacts. n iT asis an be helpful. In some quit 
il ri iG oungstown man was t these tacts it 1s sometimes possible en ae thew i req oe rhe sal 
eturn the salesman to his job o man having “said his piece” is willing 
I ingements TO his ask Oo return to his op. H ‘S 
placement and annoyance have subsided 
is resignation, and in the Ewit | 
. ] ” 


ila ire che territory. at 
land, when a Cleveland) man 


promoted. The Akron man sent 


} } reall amoes no 
iew these po I Isclose ° . ° 

, en 2. Vertical Communication: Ih « to quit 
He had reasons to believe he had Patterned Exit Interview provides a \ sales n anagers experience With 
splendid channel for vertical com i salesman in his organization illus 


this: J his man sells ind istris 


» salesman is leaving he often chemicals to garages and sn all shops 


ned that better job and. since he 
thought he had no op 


the COMpPAany 


> 
munication, party larly ipwards., e trates 


er to speak his mind regard na territory approximately two | 
Is ava lable to move ng his experiences with the company. | ed a iles trom the home off e. He 
Ile has less fear of retribution The did i Satistactory iob from the start 
He had been oftered and had de careful questioning ind skillful listen but in less than a vear he drove into 
the Cleveland territory four ing which are the basis of the Pat the home office with all his stock 
igo. At that time his son was terned Exit Interview will frequently san ples and demonstration equipment 
Veterans Hospital near Akron vive management important insights in order and turned it in. He gave 
did not want to move away. nto the general attitudes and beliefs general reasons tor quitting and the 
mong salesmen. Sore spots can then ales manager ook hin In the ofhice 
condition had not existed 
more than a vear Although the 


was well supervised, these re \n exit interview with a resigning did nearly all the talking about hin 


route salesman uncovered dis self and his problems he said he felt 


t 
him. After more than 
an hour, during which the salesman 


be corrected before they become more to talk with 


tacts were not known before bakery 
| vit Interview In this case the 


an decided to stay on the job when 


satisfaction with details of collection > could make a go o 
= ‘ : 
and return goods policies which were ales manager offered to let 


‘ , wsing unrest among the company’s back on the job. He has done an ex 
This firm, located in Chicago, specializes 1 | 1] x A Ii : 1 | 

* Ss, te > me { , <6 -_ ane $ > » the + 
) personnel administration, industrial re itside men, and Toss of busine COHER JOP CF Serlng If Un ast two 
ations. and market research. one type t; he policies vears, but during that time the sales 
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THE SCHUYLER HOPPER Co. 
MARKET RESEARCH + SALES PROMOTION + ADVERTISING 


TWELVE EAST FORTY-FIRST STREET + NEW YORK 17, N.Y. > LEXINGTON 2-3135 


Oo many Sales Managers wear blinders 


it comes to the one market factor 


counts most in ling their products? 
=) i 


The ¢€ Manager is a walking pedi f market statistics. 


He knows who his customers are, who his prospects are, where 
are, and sroximately how many. 


He knows how many units of product he's sold, how many competition 


has sold, and what the potential is. 


What he is most likely NOT to know is what customers and pro ects think (right or 
ng) of his product, his company, his salesmen, his service, his -ompetition - 
particularly, WHY they think it. 


have no clear, workable understand hy sales that seemed certain 
t; of what's making life tough for his lesmen and costly for his company, 
out sure knowledge of what customers and prospec rink - knowledge that reli- 
hi 1 


weighs what's most important to them about his product, what's less important, 
unimportant. 


is an expensive 
The Sales Manager who reli y 1 information 
knowledge of custome nd prospects, 
salesmen, fooling himself. 


4 of seelli 
job of selling 


‘lear, balanced picture o ustome? ni rospects' 


their prejudices 


re hahty 
1S behin 


MARKET RESEARCH + SALES PROMOTION ADVERTISING 


‘“*Experienced in the reduction of guess work in advertising and selling.”’ 
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man has repeated his catharsis twice 
Each time he has gone back and done 
a good job after just talking.” This 
“‘sladly 
get the 


good produ el "s soul.” 


sales manager says he will 
sit and listen for an hour to 
poison out of a 

Because the 


to vent his feelings to a 


salesman has chane 4 
good listener 
during the Patterned Exit Interview, 
differences 
result. 


an amiable settlement of 


or a friendlier parting will 


4. Protecting the Good Will of 
the Organization: ‘| hic 
the sales and the public’s 
attitude towards an entire sales or 
ganization may depend on the manner 
in which handled. Some 
years ago most lay-offs were notified 
of their dismissal by slips in their pay 
envelopes, and these slips usually in 
dicated that there would be no discus 
sion of the lay-off. Even today there 
are some cases where lay-offs are a 
companied by a rather short dismissal 
letter, 


reputation of 
manager 


“quits” are 


and salesmen who are quitting 
are given no further consideration or 
time. I xperience has shown that such 


summary dangerous to 


public 


Krom the 


actions are 
and employe relations. 
standpoint of reputation 


and the good will of the sales organi 


that all 
a thor 


hearing 


Zation it Is recommended 


“quits” or discharges be given 
Exit 
trained 

at the 
a better 
firm on the 


distrib 


ough Interview and a 
representative of the 


This 


toward 


by a 
time of leaving 


attitude 


company 
will promote 
the distributing 


the ~p ibhli and all in 


part of 


ition 


Customer Black Ball You? 


A salesman recently went to the 
president of a wholesale hardware 
firm and asked his advice regarding a 
proposed position with a manufactur 
items. This whole 
arbitrarily the last 
this firm had_ been 
time of their leaving 
while he did not 
salesman, his 


er of hardware 


saler rec alled how 
two salesmen of 
treated at the 
the company 
this 
inclination 


and, 
advise prospective 
to endorse this manufac 
turer as an employer was somewhat 
dampened. One sales manager recent 
ly said: “As we know when 
one of our previous salesmen may be 
best 


even one of our dealers, 


neve 


come one of our customers or 


we want him 


to leave us feeling just as enthusiastic 


about us as when he was selling our 


produc eS" 


5. Continuing Audit of Personnel 
Policies and Practices: Analyses of 
the reasons for terminations, and of 
the attitudes of terminating sales em 
materially in lo 
strengths and 
of the company’s whole sales depart 
Over-all and 
that deal with selection, 


ployees can assist 


ating the weaknesses 


ment. policies proce 


lures orien 


tation, training compensation, 
communication can be 
considering the data as 
Detailed statistical break 
downs of total terminations, specific 
reasons for terminations, and employe 
attitudes by districts, will aid in eval 
uating the effectiveness of supervisory 
practices and the degree to which 
are successfully ap 


pro 
motion and 
audited by 
a whole. 


broader policies 
plied in specific situations. 

Salespeople in any brief 
of their problems with management 
have difficulty in 
their feelings. The quitting salesman 
ignore his real 
which 
he believes will leave him in better 
with the management of the 
If there aré personalities in- 
he may refuse to discuss the 
facts with his immediate boss and be 
to tell the home office ofh- 


discussion 


often expressing 


may be inclined to 


feelings and give some cause 
grace 
firm. 


volved 


reluc tant 


a 
(~~ 


MONEY'S ae AND THEN SOME! 


“SPECIAL 
jant lon 47 


Here is one of 


advertisements in the 


personal income in America, 


the ‘Tribune’s 
Area is 103.35 
ff comparable 


hook, “Test 


coverage ¢ 


Lown, U. 


Che 


Soulh Pend 
‘Cribune: 


F. A. Miller — Pres. and Editor 


STORY, BROOKS & FINLEY, 


Ame rie a's 


South Bend 


with the highest average family income 
the South Bend Metropolitan 
a Milline rates 


newspapet s! 
a a 


Franklin D. Schurz — Secy 


Your 


Cue h buyers 


it acdve rtising values. 
Tribune x 
and highest median 


Reaches all of 


them too 


are 24.35 below the 


Write for 


average 


free market data 


The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 


and Treas, 


* NATIONAL REPRESENTATIVES 
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2 s 3 s Lt 
‘This is the size we make for the Growing Greensboro Market! 
“~~” 
THERE ISN’T ANY MAKE-BELIEVE about sales 
PUF Fl NG VA LLEY in the Growing Greensboro Market, located in the 
heart of the South’s No. 1 State! . 


. In total 

T y retail sales, for example, the Greensboro ABC 

PIPE F C OR Retail sy ee Ro gene, up ware tes last 

= year— of Nor arolina’s nearly $3-billion! 

(PIPE BREAK-IN Division) . . Likewise, in food, general merchandise, furni- 

ture, and drugs, the Greensboro ABC Market 

accounted for 1/5 of the state’s sales. . . One of 

the big reasons why the Greensboro ABC Market 

commands the attention of most advertisers, is 

because 1/5 of the state’s sales are made to 1/6 of 

the state’s people who make up this bustling 

market ... The best way to sell your goods or 

services to these folks, is the 100,000 dail circu- 
lation of the GREENSBORO NEWS and RECORD. . . 


The only medium with dominant coverage in the 
Growing Greensboro ABC Market, and with 
selling influence in over half of North Carolina! 


Greensboro 
News and Record 


GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


il about them. It ‘re have been to make up tor the neglect which I other letter may come from a sales 


differences which have been covered am receiving from my. supervisor, man who has been selling tor some 


he may be relu or “Tm not paid enough to make up time, criticizing and condemning, but 


n correspondence 
fant to open these subjects again 1 tor the confusion on my job.” ete. yiving no favorable Opimion. Person 
a termination interview where he Sales Management may feel that ally conducted interviews obtain 
teels nothing is to be gained by ul the cost time, travel and ettort of vorable and unfavorable items tron 
discussion. personally conducted Exit Interviews each salesman. 
The basic purpose of the Exit In with Salesmen may be out of propor Third, points mentioned 

terview is, in this situation, to get tion to the results obtained. letters are often so general that the 

the tacts as they relate to the man cannot be applied to any particula 

who is leaving the organization. Un hase of management. One lette: 
less the real reasons and opinions of Farewell Letter Bad? Se a salesman who endeavored 
the salesman are uncovered, little help to make his comments constructive 
an be obtained from the Exit Inter Some firms have substituted the stated that “the company did not take 
view program. Therefore, the Exit tarewell letter for an exiting sales enough personal interest in its sales 
Interview is a means of getting under man. The results are frequently in men.’ ‘Lhe sales manager, who be 


the superficial reasons tor quitting on plete unconstructive and lacking lheved that this was one ot the strong 


} 


let his real think they May lead Management away point to Visit this salesman am 


salesman to determine 


or the superficial thinking ot the n onsistency, Due to their nature points of his nanayement, made it a 
} 


ing and opinions in order to make trom the true facts. learned that what the salesman had 

use of this material in management In the first place only a part of in mind was “incentive programs 

It is important to differentiate be the exiting salesmen will write in where the salesmen had an opportu: 

tween a statement such as bn quit return, This usually ranges from ity to win merchandise prizes 

ting because there isn't eno igh money 106, to 25% of all salesmen termi In the Patterned Exit Interview 
the job,” and the real reason such nated. Secondly, there is no oppor tor Salesmen, these points may be 

as, “I’m quitting because [| don’t think tunity to obtain the salesman’s good clarified and the true feeling of the 

you have been fair in paying me for and bad opinions. In one case the salesman determined 

the de velopment 

done in my territory,” or “You have with a manager, may write and give replies which may be expected tron 


i 


work which I have salesman, who was closely identified laking into consideration the tew 


not lived up to the y raise promises a glowing account of his training and the off-list salesmen and the general 
made to me by my sales supervisor,’ treatment, but he may tail to men and biased nature of replies usually 


or You are not aving me enoug tion the things he did not like. An eceived in such cases, the farewell 
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it costs 


22:. less 


to advertise 
and sell 


Canton, Ohio 
REPOSITORY 


Canton, Ohio, is a profitable market to 


sell drug products. Canton families, in 
fact, spend 22% more on drugs than the 
national average.! You can wrap up this 
busy, buying market for your product 
with Canton’'s only daily newspaper 
The Canton Repository: 100% city zone 
coverage, 98.8% home delivered. And 
because your drug advertising dollar 
reaches people who buy 22% more, it 
does 22% more work, costs 22% less when 
it's working in The Canton Repository. 
Do the most for your product 
advertise it in The Canton Repository. 


+ CANTON, 0. — $121.00 
UNITED STATES — $99.00 


*Sales 
Management 
1952 
Survey of 
Buying Power 


A Brush- Moore newspaper represented 
nationally by Story, Brooks & Finley 
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Social Sec. No. 


Salesman's name 
Date employed 19 Interviewer 


Interviewer's rating for rehire | 


2 & 


Patterned Exit Interview for Salesmen 


Div. 


Terr. 


Supervisor 
Date 
Why? 


interviewer's conclusion — real reason for leaving 


Why right now? 
Did other reasons contribute? 


What did you like about your job? 
Why? 

What did you dislike about your job? 
Why? 

How did you like your supervisor? 
Other maragers? 


| understand that you are leaving. How long have you worked here? 
What are your real reasons for leaving (Resignation only)? 


What work do you have in mind after leaving? 


What did your wife and family think of your position? 


letter is an inadequate substitute tor 
the Patterned Exit Interview. 

This is not a program whereby the 
salesman’s immediate supervisor re 
ports the Exit Interview. While some 
advantage might be gained by insist 
ng on such a formal interview by the 
supervisor, the results could not be 
depended on, for the information 
viven by the exiting salesman, might 
not be candid,.and the reporting by 
the supervisor might be colored by 
his own feelings and opinions. 

Fither top sales management or a 
home office staff representative should 
conduct exit interviews. Insofar as 
possible the same person or persons 
trom the same level of management 
should conduct all the Exit Inter 
views. 


Exit Interview Pattern 


. Preparation by interviewer: 
Review personnel file of salesman. 
Review sales and other available 

records of salesman. 

Obtain report from salesman's im 
mediate supervisor covering history 
and all phases of the termination. 

Determine whether the salesman 
should be salvaged if possible. 

Arrange for place and time where 
interview can be held privately and 
will not be interrupted. 

2. Conducting the interview: 
Mention good points in man’s re 

ord with company. 

Mention that firm desires to keep 
salesman’s rood will. 

Mention that firm is sincerely in 
terested in having his candid opinions 

especially for the benefit of all 


How Do You Feel About 
These Factors In Your 
Work? 


Your initial training 

Your field training 

Induction into the field 

Sales meetings 

Sales materials and samples 
Sales promotion materials 
Contacts with your supervisor 
Quality of products 
Competitive position of products 
Completeness of the line 
Pricing and terms 

Relations with the Home Office 
Backing up by Manager 
Reports to maka out 
Deliveries 

Service 

Advertising 

Contests 

Compensation 

Expense allowance 
Opportunity with the firm 
General comments 


Do you feel that you are better fitted 
for another type of work? 
What and Why? 


Salvage—Your dissatisfactions appear 
to come from? 


If these could be cleared would you 
like to continue to work with this 
firm? 


Possible arrangements discussed with 
salesman? 
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Practical Builder is edited for its readers. 
Does this strike you as banal and bromidic? Well, it 
takes a lot of courage to say it...and a lot more 


courage to do it. No one can buy his way into the 


editorial pages of practical builder Every 


a 


PRACTICAL 
BUILOER 


PB reader knows the editors are on his side. 

They are worried about him and his problems, 
They are trying to make him more succe ssful, more 
prosperous. So the reader believes what they 

tell him. And that belief in PB is not for sale. 

Yet it’s the biggest thing an advertiser buys 

when he buys PB. You won’t find it 

in Standard Rate & Data. But yow ll find 


it where it counts: in the minds and hearts Says a Pittsburgh advertiser 


(name on request)... 


of 93,000 building men (principally 


“Our recent survey to determine 


where our advertising should 


builder-contractors) who look to PB as their book. Se pteved wnat ceuw elias 


, . : Practical Builder was preferred 
Quite an audience, Mr. Advertiser! 


by a ratio of better than two to 


: : one over the next leading 
An audience ready to believe your sales-story too! ial iy 
puolication 


NEW 


40 


ang the cost... 
on the media director’s 


wall! = 


It isn’t the cost of the white 


space that counts as much as 
the cost of the reader your 
message reaches. —— c 


If you’re selling in the billion dollar coal market, and 
want to do it with maximum economy, the following figures 
may be helpful in your selection of coal magazines: 


( 


COMPARATIVE COSTS PER THOUSAND 


Based on comparative costs per 12-time black-and-white page 
Data from S. R. & D. Service, October, 1953 


MECHANIZATION MAGAZINE “'X” 
Primary Buying Influences $38.59 $65.74 
Secondary Buying Influences $64.38 $53.99 
Total Coal Circulation $24.13 $29.64 
Total Circulation $23.33 $24.15 


MECHANIZATION reaches the men who control 95%, of 
coal’s purchases in the mines which produce 87% of the 
coal. MECHANIZATION is read by more primary buying 
influences than any other coal magazine, according to an 
independent survey.* More executives, including general 
managers and purchasing agents—more superintendents, 
mine managers and their assistants receive MECHANIZATION, 

More coal-production men report MECHAN- 
IZATION to be most useful or interesting. 


Also, more and more advertisers are 
finding MECHANIZATION to be the most 
useful and more interesting. 

Cost per M is a major reason. So are 


the results. 


There are plenty more, which our sales 
reps would like you to have, even if you 
don’t paste them under your hat, on your 
wall, or in your pipe. 


Call and compare. 


*Conducted by John T. Fo 


Mechanization 


THE MAGAZINE OF MODERN COAL 
Mechanization, Inc., Publishers « Munsey Bldg. « Washington 4, D.C. 


YORK « PrirrsBuRGH «© CHICAGO « SAN FRANCISCO « LOS ANGELES 


other salesmen. Get the salesman to 
talk. 

\sk general (open end) questions 
first. 

Try to get the salesman’s opinion 
about what he liked or didn’t like 
without mentioning particular points. 

\ttempt to have the salesman ex- 
pand on your good and bad _ points. 

\fter all voluntary comments are 
received, mention other factors of 
sales work or duties, and try to obtain 
the salesman’s comments on each. 

In interviewing voluntary quits be 
sure that real reasons for leaving are 
obtained. 

Handle salvage if that is appropri- 
ate. 

Follow all good interviewing prac- 
tices. Don’t interrupt, don’t argue, 
don’t moralize, don’t “blame” any- 
one, don’t use leading questions or 

plant” opinions during the interview. 


3. Reporting the interview: 


It has been found that if some sort 
of reminder or outline such as pro- 
vided on the form is not used, the 
interviewer may fail to cover all 
phases of the salesman’s opinions. It 
is not always best to fill in the Exit 
Interview form during the interview. 
[he interviewer should take notes, 
however, of dates, figures, and quotes 
regarding critical matters mentioned 
by the salesman. I’xperience has 
shown that the use of the form does 
not slow up the interview when it 
is used as a work sheet. 

\ copy of the interview report 
should be routed down through man- 
agement to the exiting salesman’s im- 
mediate supervisor, 

Periodically, tabulations of favor- 
ible and unfavorable comments by 
salesmen computed by classes of 
salesmen or management divisions- 
may provide management with valu- 
able information regarding training, 
supervision and every phase of sales 


management, 


4. Salvaging the profitable employe: 


If it is desirable to salvage the em- 
ploye, the interviewer should, toward 
the end of the interview, determine 
what actions are required to satisfy 
the salesman. 
Where transfer or similar action is 
required, it is well to make no com- 
mitments at the time of the interview 
(unless the interviewer has all the 
required information necessary and 
full authority to approve suc h action). 
\ction should be decided quickly 
nd expedited in case the man is to 
be reinstated. If he is a good man, he 
wont want to wait long. 
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ADVERTISING IN THE DETROIT NEWS IS 
THE HIGHEST IN ITS 80-YEAR HISTORY! 


For the first 9 months of 1954 The News 


carried 30,414,978 
the same period last year 
of The News 


were 


lines—up 


14% over 
Linage gains 
1'2-MILLION LINES 


greater than those of any other Detroit 


newspaper! 


To do more business with Detroiters, do mos? 
of your business with The Detroit News! 


NOVEMBER 


l, 


1953 


450,954 Weekdays 


The Detroit News 


THE HOME NEWSPAPER 


Eastern Offices 


NOE 42nd St 


= 
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Me 
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{ 
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Detroit today... 


DETROIT MEANS BUSINESS and almost everybody in 

Detroit is too busy to become concerned about 

readjustments that are expected to be only minor and 

scattered. Here are the business facts about Detroit 
today 


EMPLOYMENT of both factory and non-factory workers is 
higher than ever before in Detroit's history, for this 


time of year 


WAGE RATES remain the highest of any major American 
market 


EXPANSION of plant facilities in the Detroit area is going 
ahead, on schedule. MeLouth is planning a new steel 
plant. Ford continues to enlarge production facilities 
GM will have Hydra-Matic units in production at one 
Detroit plant this month, and at Willow Run next month, 


RETAIL SALES for September showed a 5‘; gain over the 
same month of 1952. Local retailers are continuing 
construction of branch stores and shopping develop 


ments in new areas 


RESIDENTIAL BUILDING shows little sign of let-up. For the 
first 6 months of 1953, it was 40°), ahead of the same 


period last year 


CIVIC PROJECTS are numerous . multi-million dollar 
expressways, 40-million dollar water development, 6 

million dollar Civic Auditorium, 2! -muillion dollar river- 
front drives, new port and dock facilities, and new 


city-county buildings. 


552,238 Sundays ABC March 31, 1953 


New York 17 


under management of A. H. KUCH 


Western Offices JOHN E LUTZ CO, Tribune Tower Chicago 


Readers’ Service Can 281—Wanted: More Creative Selling 276—Why Price is 10th in Buyer Pref- 
° ° For Products Sold to Industry (five arti- erences, by David Markstein. (Price 5c) 
Furnish These Reprints cles), by Alan E. Turner. (Price 50c) 


: 275—It's No Time for Buck Fever 
280—How to Put Warmth and Friend- When the Buyer Says, “How Much?” by 
; liness Into Your Letters (five articles), W. C. Dorr. (Price 5c) 

PLEASE SEND REMITTANCE with order by Robert I Smallwood (Price 50c) 
to Readers’ Service Bureau, SALES MAN 


274—Babies Mean Business, by A. R. 
F ™ ie. 
— 306 Fourth Ave., Now Vork 16 279—10 Common Weaknesses in Sales Hahn. (Price 25c) 
N.Y. Reprints may be ordered by number. Supervision, by C. L. Lapp. (Price 10c) 

73—Cost of Salesmen in the Field— 
278—What Distributor Salesmen Want Up 25% Since 1950, by A. R. Hahn. 
Most in Meetings, by Louis H. Brendel Price 50 
REPRINTS Price sie cae 


10¢ 


72—Ten Commandments for Sales- 
282—-What Happens te Margin and 277—How to Determine If Your Prod- men, by Jack W. Thompson. (Price 5c) 
Profit When You Cut Prices $%, 10% uct Can Be Sold Door-to-Door, by Nor- 
20% ?, b G. MacG P (Pric ( m Brucks P 25 

» by I lacGowan. (Price 10c) ee — 271—Buyers I Dislike! by Ray B. Hel- 


ser. (Price S« 


270—-Canco Now Trains with Seminars 


for Salesmen, by John H. Caldwell. 
(Price 10c) 


269—Don't Be a Half Failure! by 

13th in Population* pores — and Arthur A. Hood. 
the home of 

1,107,366 persons 268—It's Good Management to Keep 


Fabs on Your Competition, by Richard 
12th in Retail Sales** C. Christian. (Price 10c) 


$1 263,527,000 


os 267—20 Ways to Show Salesmen You're 
MARKET ' spent here annually the Man to Be Their Boss, by William 
J. Tobin. (Price 10c 


ST. PAUL AND MINNEAPOLIS 


266 — Westinghouse Sales Engineers: 
How They’re Picked and Trained, by D. 


7 . : © as . 
'The Twin Cities Metropoilian Area W. McGill. (Price 10c) 
as defined by the 1950 U. S. Census 


264—12 Types of Salesmen I Detest, by 


2 Di tl t “H lves”’ Henry Carlton Jones. (Price 10c) 
iS inc a 263 


How to Prepare a Salesman For 


Ramsey and Dakota Counties form the Promotion to a Supervisory Job, by C. L. 
Lapp. (Price 10c) 


262—Department Store Membership in 
- ANOKA 18 New York Buying Groups. (Price 35c) 


261—Cost of Operating Salesmen’s Cars 
Jumps 6 to 15% over 1950, by R. E. 
Runzheimer. (Price 10c) 


The 404, 000 persons in the thd, 
St. Paul “Half spend 
$457,414,000 annually in re- 
tail sales and are reached 
ONLY by the ST. PAUL 
DISPATCH and PIONEER 


PRESS. CANADIAN EDITION — Sureey of 


HOUSEHOLD COVERAGE (Ram. & Dal. Co) a sees oe Te. Sone 


MISCELLANEOUS REPRINTS 


The following miscellaneous reprints are 
also available until present limited stocks 
are exhausted. (Price is indicated.) 


uM e 


DISPATCH-PIONEER PRESS 51.1% 85.1%91. 8% Phe INDUSTRIAL Survey of Buying 
*Metropoitan Market 


{ , Pow May 10, 1953. ( ic 1.00) 
OTHER TWIN CITIES DAILIES 3, 2% 7.7% 19.6% neeree from, the 1950 qwer-—May 10, 1 Price $1.00) 
Source’ Household ry Censu "1948 Census Retall 
Dispatch. Pt: nee "Pr ak. C.—12/31/52 Trade Come Clean With Your Agency—And 


Other T ¢ Dailies— A s © 3/31/ °° . 
. Get Better Advertising, by James C. 
Representatives Cumming. (Price 5c) 
RIDDER-JOHNS, INC 


DISPATCH New Verh—Chicage 10 Big Benefits You Enjoy When You 
Detroit Put Your Policies in Writing. (Price 10c) 


a @+':80 ote miwsrparen San Francisco 


Los Anqeles—St. Pau! The Three Biggest “Problem Areas” 
PION EER PRE Minneapolis in Sales Management, by J. O. Vance. 


(Price 10c) 


SALES MANAGEMENT 


This summary of a recent study by the Sales Executives Club of New York 
can help you estimate what your costs should be. 


Summary of Sales Executives Club survey of order costs 


Average Cost of Average 
Questions orders per 100 calls cost per 
100 calls at $17.24" order 


In your opinion, out of every 100 cold calls : aeenoe 
made by your sales force, how many orders 9.2 % ; $187.39 
do you get” 


In your opinion, out of every 100 calls made by 

. A a rK | tr rn.Ff 
following up an inquiry from your publication d $107.75 
advertising, how many orders do you get? 


In your opinion, out of every 100 calls made 
after your prospect or customer has studied your 
catalog and invited your salesman to call, 

how many orders do you get? 


*$17.24 the average cost per sales call reported in the|survey 


These averages tell the story — relatively low dure that amplifies the power of industrial 
number of sales per 100 calls made cold; many advertising and selling. 

more when calls are made on ad leads; and “The easier you make it for people to buy 
another big jump of sales per 100 calls made your products, the easier they are to sell!” 
after the prospect has studied your catalog. 
Naturally, the cost per order goes down pro- 


t’s Catalog Service 
portionately. 


Division of F. W. Dodge Corporation 
Despite the obvious importance of the role Designers, producers and distributors of manufacturers’ 

catalo - lay in the reduction of order costs catalogs for the industrial and construction markets. 

oe ~_— Dept. 88, 119 West 40th Street, New York 18, New York 
there is no intention on the part of the Sales Atlante + Reston « Bellale - Chlcsee « Cinckenetd « Glewtinel 
Executives Club or Sweet’s to imply that Dallas Detroit Los Angeles Philadelphia Pittsburgh 

is ; ri 2 EC St. Louis - San Francisco 

catalogs are more important than advertising 
or personal selling. Good coordinati 

aA. - - lling G " d - ordin ation of all () Free booklet, ‘Some New Data on the Cost of Producing Orders 
three is essential to the reduction of order in Industrial Markets” (from the Sales Executives Club study 


costs. [) Free booklet, “How to Improve Marketing Efficiency Through 
improved Catalog Procedure 
Sweet’s is in the business of helping manu 
. etllees siness OF heiping manu- () Free bocklet, ‘‘The Need for Printed Product Information in 


facturers’ salesmen get more invitations to industrial Buying,” summarizes one phase of the NIAA Study 

. Tha @ to a ‘ {] Please have your district manager show me how industrial 
call. The Sweet’s district manager near you Scieass ak tae endsen Gina Uasanadl atlas ee 
will be glad to show you how 1,480 manufac- 

turers use Sweet’s services in this connection. 


NAME 


Or check the coupon for one or all of the free 
booklets which deal with the catalog proce- 
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yroundweork of a sale by showing the simplicity of Shur 


n fields, a salesman often lays the 


Rane's working parts 


A Custom-Selling Job 


An irrigation system may cost as little as $1,000—or as 
much as a quarter million. If company, dealer, and buyer 
are all to profit, there must be careful pre-sale preparation, 


expert engineering, conscientious post-sale follow through. 


An interview with JACK FOLTING 
Sales Manager, Shur-Rane Dept. 
John Bean Div., Food Machinery & Chemical Corp. 


karmers and orchardists who yrow Casing ot the metal situation the 


) 
living are always at COMpPany has nat eased sales 29% in 


capricious Nature. No 


raintall, or too little raint ill, or rain 


things for a 
the mercy of each of the past two years, 

kxpert engineering, plenty of re 
fall at the wrong time, means finan- search, a strong dealer organization, 


cial loss. “The insurance is man-made efheient training, and custom-analysis 


and manh-controlled irrigation ot each prospect's Vrowing problem 
This ever-present risk ind its ire the big factors in the sales plan 


solution are the basis tor the busi behind Shut Rane’s healthy uy owth. 


ness operation of the John Bean 1)i Jack kolting manager ot the Shur 
vision of Food Machinery & Chemi Rane department and a Shur-Rane 
il Corp., San Jose, Cal., manufac maker trom way back, believes you 


} » » 
t ers of Shur-Rane Aluminun Port cant sell a tarn irrigation system as 


With the 


ible Irrigation Svstems i packaged deal; each one must be 


“Operation Rainfall’: It's Strictly 


‘ pany.” The 


tom-enginee ed custom-sold and 
idivid tally serviced throughout its 
lite. ‘To high pressure a farmer into 
buying a packaged deal in irrigation 
often with the inducement of tempt 
ng-looking discounts, by-passing the 
dealer and leaving the farmer on his 
own with an incompletely engineered 
system and no means of servicing, Is 
short-changing the farmer . . and 
the company, too. 

Folting 


prospects i 


observes: ‘Unless each 
rigation problem, in fact 
his whole crop situation, is thoroughly 
known betore quotation, and the pro 
posed system completely engineered 
for that farm 


which do not outline 


if quotations are given 
a completely 
engineered and installed system the 
farmer is fooled and so is the com 
Shur-Rane marketing 
program, he points out is based on 
the completest possible information. 
It’s a program which is giving this 
company some of the biggest jobs in 
the nation and a reputation for first 
rate engineering, research, and serv 
€ 


The basis of anv sound marketing 


plan is, of course, a sound product. 
} ) ) 
Shur-Rani Portable Ir: gation OVS 


SALES MANAGEMENT 


SALES MANAGER FOLTING is primarily a field man. Ha 


spends the major part of his time counselling his strong 
dealer organization 


yresentfed 


rie iltur il are 
vation itors and then men 
rize them with the product 
rain then in the 
ny approa h and 


Rane tield 


as omplete service to the custome 
e cost 


The company provides 


imple se 
ny tools and 


aids: the Shut 1 
Mlanual which is a complete hand 
book on the product and its method 
of irrigation, versatility, and selling 
points; descriptive literature ; 
ing pieces ; 


ind ft company s 
non-cocking sell follow-through 
men also help dis 
up dealers under thei 
‘ . ‘rvision. Lhey assist on jobs where 
pipe e ly nsert ire involved in the 

re i esearch, or in the selling 
action d police the 
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rs to set mail 
forms to guide salesmen | 
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John Bean Division ‘ ae 
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es and. servicing the COMpany considers the best cove 
age in the industry; advertising mats 
Wl ‘mbling = and = point-ot-purchase display = ma 
ave slowed produ , vic aid in ¢ terial. 
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ne 
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engineers 
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Our business 


is 


wearing out 


salesmen’s shoes! 


@ Sales increases of 15%, 
65%, 105%, 


28%, 
660% —olten won in 
the face of industry or seasonal 
slumps—prove that Cappel, Mac 
Donald specialists know how to 


create sales by increasing sales effort 


How is it done? By applying the 
concentrated power of all the thines 
aman wants most to the solution of 


a given sales problem 


Every man wants recognition 
wants to shine in the eyes of friends, 


family, associates. 


Whatever his normal standard of 
living, every man wants something 
extra... some luxury he doesn't feel 
tree to buy. 


Every man has a competitive spark 

a spark that bursts into driving 

energy once he’s given a clear chance 
to excel, 


When Cappel, MacDonald rolls all 
these motivations into one merchan- 
dise incentive campaign—every Sales- 
man worth the name will wear his 
shoes out trying to win 


We know what works—what to 
avoid! Cooperating since 1922 with 


the nation’s top sales managers and 


sales promotion managers, Cappel, 
MacDonald specialists have accu- 
mulated an invaluable fund of intor- 
mation which doesn’t cost you a cent. 
We know how to spread campaign 
excitement throughout an organiza- 
tion. How to put wives and families 
to work as “assistant sales managers.” 
How to power a sales drive with 
prizes that each man finds desirable 
and attainable. How to turn a sales 
campaign into the world’s best re- 
fresher course ... giving clients im- 
mediate profits on their investments 
plus a better-trained, harder-working, 
selt-confident sales force 


Large business or small, if you 
have salesmen (or jobbers’, or deal- 
ers’ salesmen) you can profit from 
Cappel, MacDonald service. Why not 
ask us to prove that statement? With- 
out cost or Obligation, the nearest 
C-M office will provide detailed case 
histories, and work out specific sug- 
gestions showing how this powerful 
plan can be applied to your kind of 
business, your kind of sales problem. 


Write today for a free copy of 
“The Incentive Story.” There is no 


Obligation, of course. 


Cappel, MacDonald and Company 


Originators of Merchandise Incentive Campaigns 


127 S. Luptow Sr., Dayton 1, OHIO. 
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. Offices in Principal Cities 


going on in the irrigation field. Mak- 
ing this possible, we believe we have 
one of the finest research groups in 
the industry, continuously working 
to provide useful information to those 
who are handling our product.” 

Let us see what a Shur-Rane sales 
representative has to work with as 
a result of this preparation and back- 
ing. He has half a dozen strong 
selling points. Condensed, they look 


like this: 


1. ‘lo the company’s knowledge, 
there has not been a Shur-Rane sprin- 
kler system installed that has not 
shown increase in crop production. 


2. Along with the increase goes 
£Z £ 


consistently higher quality of crop. 


3. ‘The farmer is assured a saving 
of water—most vital in this age. of 
falling water tables. ‘The savings may 
run all the way from 15 to 75%, 
due to even distribution of the water 
and controlled irrigation. 


+. Shur-Rane users can make hill- 
side lands profitable. The system 
makes it possible to “rain” water on 
hillside land in even distribution. 
“With Shur-Rane you can farm any 
piece of land to which cultivation 
equipment can be brought.” 


5. More complete land usage is 
possible with Shur-Rane. There are 
Many farms, orchards 
irrigation 
methods which use 10C of the land 


ranches or 
using turrow or flood 


in “checks” (for sending water across 
a field or in a given direction). In 
Arizona, 1500 of the agricultural 
land is tied up in such “checks.” 


6. Increased harvests, higher mar 


“"YONNE SAYS:— 
WANNA TEST 
METROPOLITAN 
NEW YORK 

jor PEANUTS 


Don't take the 
chance of shooting 
your wod. . Test ao 
typical section of Met- 
ropolitan New York be- 
fore launching a full 
campaign. 
Study the facts and you will find 
you can test a typical segment 
of Metropolitan NEW YORK, by testing BAY- 
ONNE for only 10c a line . . just peanuts 
compared wi any other media giving the 
complete concentrated coverage of THE 
BAYONNE TIMES. 


""BAYONNE Cannot be Sold from the Outside"’ 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 
BOGNER & MARTIN 


SALES 


Nationally 
Represented By 


MANAGEMENT 


IN EVERY 
MARKET 


ONE 


NEWSPAPER 
IS 


There is one outstanding medium in 
the busy Seattle market of 675,699 
people (latest A.B.C. City Zone Pop- 
ulation). Wise advertisers consistently 
include The Seattle Times on their 


oe IN SEATTLE 


ep BY Le 
EARNS wt bee 


ee THe SEATTLE TIMES 


SEATTLE’S ACCEPTED NEWSPAPER 


Represented by O'Mara & Ormsbee, Inc. * New York * Detroit * Chicago * Los Angeles * San Francisco 
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Get the sales-building facts from your SB&F man, today. 
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Florida’s Gold Coast 
is a bonus market 
that'll jammed 
with 1144 million 
tourists this winter 


be 


— and more than 3 
million during the 
year! 


It’s a billion-dollar market with over 900,000 


thriving residents. 
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VIARK CROSS 


LET MARK CROSS TAKE CARE OF 
YOUR QUANTITY GIFT ORDERS WITH 
THE WORLD'S TINIEST PORTABLE RADIO 


IN A MARK CROSS LEATHER CASE 
WRITE US ABOUT QUANTITY PURCHASES 


Mark Cross has a simple but wonderful answer for your 
annual gift list. The fabulous little Emerson pocket portable 
radio in a Mark Cross leather carrying case is the one eift 
thats perfect for everybody. Its a midget miracle of en 
| 


necring precision vith an amazinely full, clear tone, 


Mark Cross is an expert at art ingine quantity gift orders, 
Just give us the word and we take care of the rest. The radio 
cases will be marked in gold. with individual initials, eift 
wrapped (in the famous Mark Cro package), and will be 
hipped by Mark Cross to each di signated recipient 

Price: Radio $40. With Hide Case $45. 


With Pieskin Case $47.50 (less quantity discount), 
MARK CROssS, FIFTH AVE. AT S5TH, NEW YORK 22 
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A Big Manbot, Aww 


During and since the war, Okla- 
homa has shared in the great in- 
dustrial growth of the South and 
Southwest. Hundreds of new indus- 
tries have come to Oklahoma, and 
they’re still coming. 


During the first six months of this 
year, more than $32,000,000 has 
been spent in Oklahoma City for 
building new industrial and manu- 
facturing plants, or for expanding 
ones already in existence. Since the 
first of the year, 24 new plants have 
come to Oklahoma City, with many 
more scheduled to open the last six 
months of the year. 


These developments are being 
because hard-headed indus- 
profit-making oppor- 
And as new 
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ational valuations were increased 
Eight of the 14 southern states 
and the District of Columbia re 
"ported increases of from one per- 
cent in Texas to the 44 percent 
chalked up by Oklahoma Decreases 
were noted in five of the re maining 
Stetes rancing fre 4 percent 
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SS me 


industries are established and old 
industries expand, it means increas- 
ing employment, increasing home 
building, increasing consumer needs, 
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increasing sales of everything from 
toothpaste to automobiles. 


The Oklahoman and Times have 
been a part of this growth. They’ve 
promoted it. They’ve kept pace with 
it. Today, if you want to introduce 
a new product in this market, or 
promote an old one, they’re still the 
mediums that reach more people, 
day in and day out, than any other 
medium. They’re the big mediums 
you need in this big, growing market. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


The Oklahoma Publishing Co. 


* The Farmer-Stockman 


WKY Radio * WKY-TV * Represented by The Katz Agency, Inc. 
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",..don't include us as subscribing 
to uncertainty and pessimism...” 


A special report from advertisers and agencies on plans ‘ ay fuer — Inc., — 
ork: Ix ) olprook president, 
for 1954. Majority report: increased advertising budgets. — sss, ‘It would not be possible tor us 
to yg vO i estimate of fir 
e many ot out 
made up the budgets 


L on tenan t budgets by others. . . t ind others are 


i 


{ 


tnd orporat 


on thei buy ny in Please ! nclude uS as subse: b jul al year basis 
vill not ny wave of uncertainty and Hing will be up in the first quartet 
pessimism.’ As always, business faces but the principal reason 
problems, but we see no indication far a ‘can tell now, is because 
that business will fail to solve these lew prod ntroductions wh 
survey among | p ' | roble ns at least as efiec tively as if 


sers and advert j ivencies ind the past yroaden their distribution 


Cockfield, Brown and Co., Ltd., 
Montreal: A. Archibald, secretary, 
wires SM: “Indications are 


priations will be maintained in 


ates that adv ny budgets w Il b 
nereased by a majority ot advertisers Batten, Barton, Durstine & Osborn, 
The rate ( would ‘ I Inc., New York: red LB. Vian hee 
itely 100% it executive \ e-president, savs: There 
a possibility ot a leveling-off 1 
degree of gai ) ISINCSS, although a check of a score 


sen Fairless hairman ; ol ou! agem y's largest accounts Cunningham & Walsh, Inc., New 
board of United States Steel, said in shows an estimated increase of close York: | hn 
a Detroit speech a month ago that to 100@ tor the first quarter of 1954 


- 
th a tew substantial increases. 


P. Cunningham, presi- 
is most enthusiasti about the 
we could talk ourselves into a de ovel the first quarter ot this year. me Cal ‘We have ibout 30) 
pression. Deep advertising cuts would There seems little doubt that there ents here. Everyone of them whose 
help to turn a mild recession into a s tougher selling ahead in tact uudget has been approved for next 
depression but no such retrenchment most companies will be fa Ing the vear has increased it. In all the meet- 
s indicated. severest test ot selling abilitv in many 


Hes W h ( h we have had W th Ou 
Top officers in 50 of the largest long years, 


ents there is no note of pessimism. 
advertising agencies were asked to 


is there over-conhidence. Nor S 
a statement on the first quarter 1954 


The Buchen Co Chicago: John ere over-caution, Without exception 
outlook, based upon commitments and M. McDonald, vice-president, titales heir quotas and advertising budgets 


ndicated intentions of their clients The ones which have not 


t is still early tor any firm estimate _ — 
ot billing for the year since most of ; ween approved we have every 
eason to bel eve will be gene ally n 


eased, sm Apparently the business 


As we go to press with this issue 


) 

2 ave responded and almost with 
| hav aye ded : their clhents are still in the position 
out exception the forecasts show in 


; of analyzing and studying plans for 
1954 a men of this country are facing the 
the new year but considering those Bis ‘ S 

possibility ot a shi 


reases for the first quarter ot 


on balance, tor advertisers served by | } ht recession with 
lients who nave already approved “ 
these agencies in the first quarter of more confidence in advertising than 


they have ever! had betore Lhe, 
> nto 1954 with their eves 
an increase of about 5° over 1953 ‘ + vith heir eve 
fists up Vhes 
will result. So tar, a few clients have 


d storted by the pl umned expenditures : - ng. _ 
' ' ncreased their appropriations sharply 


: : their py opriations, ylus the yrobable 
1953. Respondents were asked to ; | I | 

action of the others, we believe that 
answer the question for such clients 


only, so that estimates would not be 


of new clients isi i 
cia waited -_ r to introduce new products Darcy Advertising Go. St. Louis: 
bed rn ‘ : two others have reduced ] IK. Oberwinder p Wires 
< ( the same ic ! ‘ ’ 
i c ise of the scl ! Base | 


rn arkets. 


emaining the 


avo ind the 


aginentary 


slightly.” 


Campbell-Ewald Co., Detroit: |. | 
Hartigan senior vice president w ites 
Wi re the throes ot pre 
N. W. Ayer & Son, Philadelphia: nmendations tor 195 
|? | ‘ > 1) { re on ] 


lara I 


Doherty, Clifford, Steers & Shen- 
it we can make a defin field, Inc., New York: Donald K. Clif 

nent as to the final outcon lord, pre en Savs, In ve eral I 
the appropriations. We do des lients ar nETeS 1p 


go on record, however 


tl 


itter 
with- 
very optimist about next vea advert 


ness and as far as we cat rtait tions are 


others and main our clients are likewise.” I 1954.” 


SALES MANAGEMENT 


=< When one man 
ma 
ran the company... 


You walked in to see him—told him vour story 


and his “ves” or “no” decided things in a hurry. 


That was before the days of mass production. 
Now the man at the roll top desk is only a 
memory... and a dusty one at that. His 
counterpart today is the management chart 

indicative of the group that) participates in 


running a plant. 


DIREC TORS 


| 
PRES. 
i 
EXEC VP. 
FAME PROD. PORCH. 


| | | 


PLANT PLANT PLANT 
"i #2 %3 


I | | 
suPrt. surh serT. 
| | j 
Citetiiys Gite 


] 
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Aumury 


NOVEMBER |, 1953 


...communication 
was a cinch 


Decisions are made and influenced at) many 
different points in this complicated structure of 
management, production, engineering, sales and 
purchasing men. Limited time reduces the sale: - 
mans direct communication to a few so-called 


hey men in each company. 


That brings up a problem that concerns alert 
manavcement in every COTA. llow lo increase 
the effectiveness of those important and expen- 
sive personal sales calls— and how to communi- 


eate reeularly with the behind-the-seenes 


influences who have a part ineach “yes” or “no.” 


Vass-communication intelligently and adequately 
used is the answer. Your advertising ageney is 
experienced in the methods of mass-communica- 
tion to industry. Check with them to make sure 
you are reaching all the functions with a voice 
in the selection of your products. Check, too, to 
make sure that your advertising job has kept pace 
with the tremendous growth of the markets you 
are trying to sell. Well be glad to help, too, with 
market and coverage data on any of our publica- 


; ‘ 
tions, based on Penton’s Continuing Census, 


™= PENTON fausins 


PENTON BUILDING e CLEVELAND 13, OHIO 


Erwin, Wasey & Company, Inc., 
New York: H. I). Williams, pres 
dent, writes: “We believe that our 
lients will strengthen and intensity 
their advertising efforts commensurate 


with the principles of good business 


Foote, Cone & Belding, Chicago: 
Fairfax M 


“The over-all average of our clients 


Cone, president, wires: 


planned expenditures for advertising 
n first quarter 1954 is 13% highe 
than this year. Some increases are 
onsiderably more than this. Some 
little less. Only one that I know 
plans a decr rom 1953 level.” 
Albert Frank-Guenther Law, Inc., 
New York: Frank J. Reynolds, presi- 
dent, says that he isn’t a soothsayer 
“but from all indications, I firmly 
believe that our volume of business 
for the first quarter of next year will 
be up at least 10% over the same 
period this year. Reflecting our cl 
ents’ opinions | know they are taking 
into consideration what has occurred 
since the change of government 
namely, the government's withdrawal 
from competition with private enter 
prise. ‘There is a real challenge of 
opportunity for business with plenty 


of enterprise and salesmansh eg 


Grant Advertising, Inc., Chicago: 
Will C. Grant, president, telegraphs: 
“We estimate ad expenditures of ou 
present clients first quarter next year 
will be up approximately 156% ove: 
same period this year. Some samples 
are Florists Telegraph Delivery Assn. 
whose increase is automatic due to 
comparable current increase in vol 
ume business. Same true of National 
Airlines, Folger Coffee, Chrysler Air 
temp and Dodge Motor Cars.” 


Kudner Agency, Inc., New York: 
| Ke. S&S. Eilts, 
“Our clients foresee good business 


ahead and are now planning on mak 


president, writes: 


ing commitments for advertising pro 
grams accordingly. I recall that, at 
the beginning of this year, many fore 
casters were predicting bad times 
which never developed. In fact, by 
their own indices, we seem to be hav 
ing the best year in history even 
though buying is selective. I see no 
reason to fear the outlook for 1954. 


Bozell & Jacobs, Inc., Omaha: 
Morris F. Jacobs anticipates that 
1954 billings will exceed 1953 ex 
penditures tor the same clients. “Our 
1954, and more 
specifically for the first quarter of 
that year, is based on increased bud 
gets for most of our major accounts. 
As a matter of fact, several of our 


planning — for 


54 


clients are presently engaged in plant 
expansion programs which will in- 
rease their productive capacity and 
require greater advertising expendi- 
tures. Although we anticipate increas 
ngly competitive markets, we feel 
that aggressive advertising, merchan 

ind selling Ww ll result n main 

high sales volume.” 


Ruthrauff & Ryan, Inc., New York: 
F. B. Ryan, Jr., president, looks tor 
ward to a definite increase in the first 
quarter of 1954. He attributes the 
ncrease in expenditures “mainly to 
plans for expanding existing markets 
ind the introduction of new products 


DV oul clients. 


Russel M. Seeds Co., Inc., Chicago: 
George Bayard, executive vice-pres! 
dent, says the b lling of their agency 
n the first quarter of 1954 will ex 
eed that of the same period of 1953 
by a whopping 40% but that part of 
this increase is due to new. business. 
nereased b idgets 


billings probably 


On the basis of 
tor old chents onh 
will run about 23% greater than fo: 
the same period in 1953. Actually, six 
of our major clients have substantially 
increased budgets and in no case do 
we have a client who is anticipating 


itting budgets at this time.” 


Sullivan, Stauffer, Colwell & Bayles, 
Inc., New York: Raymond F. Sullivan 
tells SM that every client 


of that agency plans a larger adver 


president 


tising expenditure for the first quarte! 
of 1954 than for the first quarter ot 
{ 


1953. 


Warwick & Legler, Inc., New York: 
H. Paul Warwick, 


‘Our clients’ first quarter appropr 


president, Says: 
itions next vear up from 5 to 15%. 


William H. Weintraub & Co., Inc., 
New York. W. H. Weintraub, presi 
dent, says it is impossible to forecast 
exact advertising expenditures but “‘it 
s quite evident at the present time 
that billings for the first quarter ot 
1954 will be in excess of the same 
clients’ expenditures for the same 
period of 1953. This, I believe, is 
bec ause our clients recognize the prob 


able need for more intensive selling 


in 1954,” 


Young & Rubicam, Inc., New York: 
Ken Dyke, 
that it is too early to make an exact 


vice-president, believes 
torecast but he did express “cautious 
about next year’s plans. 
Commitments may be delayed pend 
ng consideration of year-end profits 
and the implications of the discon 
tinuance of the excess profits tax.” 


optimism” 


The head ot a large Chicago agency 
specializing in consumer accounts does 
» be quoted directly but 


( 
wires, “exclusive of new accounts or 


g 
not wish t 
new products ot accounts, 
our estimate of billing for first quarter 
next year runs equal to this year’s.” 

these agencies 
cumulative 


present 


‘I he estimates of 
quoted above represent 
commitments and intentions of some 
300 national advertisers. 

But what about the advertisers 
themselves 2 What do they say about 
plans for 1954 especially To! the first 


quartel 


What Heinz Says 


food field: Arthur Dimond, 
idvertising manager, spokesman tot 
the H. J. Heinz Co., says of the first 
quarter of 1954: “It happens to be 
the final quarter > current fiscal 


+ 


vear for us and we can assure you that 
we are plann ng no retrenchment for 
Plans and 


beginning 


the per iod n question. 
budgets for the fiscal year 
MIavy 1, 1954 


a ade.”’ 


have not as yet been 
\ large packer ot meat 
ind related products says, “Our plans 
tor 1954 call for a substantial ex 
pansion of advertising activities. ‘Uhis 


varies widely from produ to 


product, since we are in so many 
diversified fields. However, on = an 
over-all company basis I estimate that 
our advertising expenditures will be 
appronin itely 25% above the 1953 
level.” ... H. L. Webster, vice-p1 
dent, the Wm. Wrigley, Jr. Co. 
Chicago, says, ‘‘We work very close 
with our advertising plans and there 
fore we would not have anything to 
give you as far ahead as next year. 
However. we really do not look fo: 
ward to a recession and certainly d 
not look torward to a reduction 
our advertising expenditures,” 

eastern maker of confectionery 
both ot the first quarter and the enti 
vear, 1954, that advertising expen 
tures will be about the same. 

In the home furnishings field, sub 
scriber Gs. C. Denebrink, vice-pres 
for Sales, C. H. Masland & 
Carlisle, Pa., writes: “Our 
ompany contemplates no reduct 
n ir dvertising budget tor 
\lanagement has already 
given its approval to a 1954 adver 
tising budget for the same amount as 
1953.” Anothe: 


eastern manufacturer of floor 


Sons, 
Ominy veal 


established for 


als does not wish 
t savs, “Our advertising 

| of next year contemplate 

the same amount ot ad 

vertising as we have done in 1953.” 
In the appliance field, an eastern 
make ot adio and TV sets writes 


ES MANAGEMENT 


Qur advertising expenditures tor 


1953 far exceed any previous year in 
this company’s history and all div 
sions of Our 


company will show a sub 


stantial increase in both sales and 


ofits during 1953, with the over-all 
ompany volume exceeding any previ 
s year, which accounts tor an in 


rease n our idvertising budget. 


looking forward to 1954, we expect 
ontinue Our expansion program in 


divisions and it should amount to 
approximate increase in sales 

anticipated 
ncrease, we expect the ap 


proval ot a b idget for advertis ng 
which will be approximately 15 
yreater than last year. There is every 


eason to believe that our first quarter 
r onside ’ 


the Radio 


advertising budget w be 
her than 1953 fo 


sion 


What About E.P.T.? 


\ midwestern 
electron equipment 
and ‘TV sets, savs, “Our 
, 


oO as oh or mode ately 


iding 

plans are 

h cher, 

expenditures in advertising to main 

tain the flow of goods and our posi 
t] industry for 1954. 


ron nN ( 
j 


However, looking around among all 
manufacturers you will tind, because 
excess profits, there has been some 
very loose advertising expenditure. 
With the excess profits tax no longer 
being with us in 1954, [ think you 
exper t ‘e some ictions in 
advertising expenditures, In 
cases, it is the writer’s opinion 
this not be aon iterial re 
tion In the oOVvel shoul | 
represent 10 to 15%.” 
The vice-president in charge of 
sales of one of the leading automobile 
hasn't prepared a_ final 
1954 but believes that it 
same levels as 1953, 
makers an 
“Our ad 


vertising budget is now being pre 


ompanies 
budget Tor 
will be at 
vh le one 


fabr cato 


nared but will not be finally approved 
ntil early 
yudvet 


December. However, the 
submitting will 


1953 


we are 
noderatel higher than oul 
propriation by about 100%.” 
In the transportation field 
Kramer advert sing manage! 
d Lines, New York, says 
no important change 
t re expend tures To! 
and the spokesman for one 


" 
nayor uirlines savs_ that 


budget as approved will 
the same as for 1953.” 
This round up of. esti 
mitments, as reported by 
advertisers and 
be continued in the 


advertising 


NOVEMBER 


f 


Moving ? TR Call... 


= 


Your ALLIED agent 


no.! specialist 


in long-distance moving! 


Safe, convenient storage in modern ware- 
house facilities are offered by all Allied 
Agents throughout the U.S.A. and Can 
ada. This assures full protection for your 


: 
valued possessions until you need them. 


FREE Booklet to help you plan your next 
move. Get your copy of “Before You 
Move” from your local Allied Agent. See 
lassified telephone directory. Or write 


Allied Van Lines, Inc., Broadview, Il 
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GAIR CARTONS — 


give prominent display 


on shelves...on counters...in windows.... 


Your product may get pre ferred store display during brief sales 
promotion campaigns, but most of the time it must face competition 


without such help. That's where Gair comes in. 


Perhaps your package could use a new, dramatic design to step 
up eye appeal and stimulate sales ...a standout like the 

Kent Cigarette carton made of sparkling foil. Or you may want 
your product displayed, like Martex towels, in a protective 
see-through covering of rigid Plastafol. Or maybe yours should 
be a carton beautifully printed by gravure... the choice 

for Myers's Rum. | 


These Gair specialties — and Gair-designed folding cartons for 
practically every othe: tvpe of product shout out to the 
shopper from crowded shelves, counters and windows. Thev re 


package-sized point of purchase displays. 


Your package, too, in these days of increasing sales competition, 
needs the kind of thinking, research and competent advice 
which Gair gives. And this preliminary work is backed up with the 
facilities needed to handle your job properly through 

re-run after re-run. 


Write and ask how Gair can design and produce a carton that will 
help you get more prominent SHELF, COUNTER and 
WINDOW display 


ROBERT GATR COMPANY, INC. 
155 EAST 441 STREET, NEW YORK 17 


SALES MANAGEMENT 


_ PORE b66 ROODLES 


NOODLES noses 


GOODMANS) (GOODMANS 


Feat 066 Geena 


GOODMANS GOODMANS 


PURE EGG PURE EGG 
NOODLES NOODLES 


GOODMANS | GOODMANS 


PURE £66 NOODLES 


GOODMANS GOODMANS GOODMA , 


PURE FOS NOODLES 


PURE EGG PURE EGG P 
NOODLES NOODLES NOODLES 


GOODMANS GOODMANS 
PURE E66 NOODLES rT x 


GOODMANS GOODMANS 


PURE EGG) PURE EGG PU iy 
NOODLES “'s NOooDi® 


“GOODMANS 


PURE FG6 OUD 


Uf, 
I 


PURE EGG PUR 
att NOODLES 


NOODL 


ke 


vedne 3 ” 


18 ‘yg ; ' 
seat SNP 


FOLDING CARTONS 
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THERE WAS NO MYSTERY about the location of the garbage dump in Wewoka, Okla., MARVIN SIMONSON, who carts away the 
before a Drott-IHC salesman sold a landfill tractor outfit to city fathers. Now all garbage trash and garbage in Oneonta, N. Y., elim 


s hauled +o gullied farmlands on the city outskirts and buried. inated lots of complaints by land filling 


“Related Item” Promotion Pays off 
For IHC and Drott 


One ot the mau 


International Harvester has the tractors and Drott has _ iting city dumps. 


objectives of the campaign was to sell 
Bullclam shovels. They teamed up, budgeted $14,000 for the merge mated on aeaaeend 
means of disposal with many advan 
promotion, and booked $454,190 worth of orders as a re- tages over the traditional incinerate 
e —_ ose ° yrOCeSS. 

sult. Their market: municipalities with a garbage problem. Pe nag metho 
was relatively new yet spectacularl 

successful for those cities where 
The Drott Bullclam needs Inte: sive competitors who wanted an had been pioneered, it was decided 
national Harvester crawle tractors “in” on this new market. to use case histories for their news 
ve it motive power; in turn, the §. The campaign won a 1952 ‘Top value in meeting the objectives. This 
need the Bullclams to do per’ award at the National In plan helped to dispel the old idea 
jobs. - Why not team up and dustrial \dvertisers Association that the development of new markets 
vertise—consistently and sensibly convention last summer. for high-unit-cost industrial equip 
in the same space and in the right lhe campaign was budgeted at less ment must necessarily be an expen 
media ? than $14,000, but is credited with sive proposition. “These actual case 
Drott Manufacturing Corp., Mil direct sales leads resulting in the sale histories described in an interesting 
waukee, and International Harveste: of $454,190 of Harvester and Drott manner how inexpensive it can be 

Co., Chicago, did just that, with these equipment by I-H Industrial Powe both tor the manufacturer and the 

happy results: distributors during the year. customer. 

1. The cooperative advertising pro Phe market was (and is) munici Considerable research was done by 
gram, prepared by Leo Burnett palities encountering serious problems Drott and Harvester before the ad 
Company, Inc., Chicago, helped in the disposal of garbage and refuse. vertising copy was written. Details 
produce sales amounting to 30 Harvester’s crawler tractors fitted were carefully checked in each in 
times the cost of the vear’s adver with a Bullclam made by Drott con- stance with municipal officials. Cost 

and performance data were obtained 


tising budget. stitute a ‘one-man sanitation squad,” 
lL stablished Drott-Harvestet equip- enabling municipalities to get rid of to support the economics of the meth 

‘nt as leaders in the field of garbage and other waste through the od and equipment. QOne salient fact 
sanitary land fill” against aggres new sanitarv landfill method of elim came out of each case and became 
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pot the women who 


BUY MOST 


inv shelter book 


Your ad in the WOMAN'S HOME COMPANION 

reaches more women between 18 and 35—the women 

who need most and buy most—than in any other 
womens service Magazine, or any shelter book 


What's more, the COMPANION serves larger families 
families with more children than any other women's 
service Magazine, according to Stewart, Dougall & 
Associates. Home-and-family product ads in the 
COMPANION reach the mothers of 4,366,720 children 
Convince a COMPANION-reading mother and you've sold 
the “purchasing agent” of the largest consuming 
unit delivered by any book in the field 


When it comes to food or appliances, or toiletries, 

or clothing, or home furnishing, or any home-and-family 
product there's no better book, no better buy than 
WoMAN’'S HOME COMPANION, 
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*HERE ARE THE FIGURES 
- from the latest Starch Consumer Magazine 


Report, based on a national area probability sample. 


Percent of total women readers 18-35 
COMPANION 45.8% 
Shelter Mag. B 40.0 
Service Mag. 39.9 
Service Mag. 39.6 
Service Mag. 37.9 
Shelter Mag. 34.7 


L wee eee eee ewe ewan 


=|) MPANION 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N. Y. — 


Publishers of Woman's Home Companion, Collier's, The American Magazine 


New Guide to 
Kadio ‘Kespornse 


in 
a cific Northwest 


KEX MAIL MAP 


Here’ imap th it tells you not onh 
where the listeners ire, but ilso 
where they re influenced to eet! 

Based on 100.000 pieces otf mail 
received at KI X 


pow rful 


Oregon's most 
tation, this new map 
provide S information neve! before 
i\ tilable to idverti Cl interested 
in the big Pacific Northwest mai 
ket. Check the map against your 
les figures and youll uncoves 
new prospects whose re »ponse to 
KEA programs is a matter of rec 
ord. bor details yetoin touch with 


KEX or bree & Peters 


EX 


PORTLAND, ORE. 


50,000 WATTS 
ABC AFFILIATE 


cy 
WESTINGHOUSE 


RADIO STATIONS Inc 


WBZ + WBZA + KYW+ KDKA 
WOWO + KEX + WBZ-TV + WPTZ 


National Representatives, Free & Peters 
except for TV; for WBZ-TV and WPTZ 
NBC Spot Sales 


he community 
henefit to - cities which bought 
the equipment and used the landfill 
method. 

I’ mphasis was placed on the dis 
appearance of rats, flies and smoking 
ncinerator himneys, and the ap 
pearance on the old dumpsite of play 
tactory sites, housing pro 
worthless land 
transtormed into an asset for its own 


grounds 
jects and airports 
ers, with new sources of tax rev 
enue Tor city governments. 

Over the year, these case histories 
were told in six, two-color spreads 
ach advertisement had a news ap 
proach. News headlines: ‘‘How to 
Build a Playground”; “Factory Sites 
From a City Dump” Creates 
Wealth From Waste.” 

Publications to carry the campaign 
were chosen reached 
those city officials who could directly 
West 
ern City, Public Works Magazine and 
Lhe Imerican City were selected 


bec ause they 
influence the decision to buy 
itfording each advertisement a total 


41.763, and only a 
ill segment of this audience could 


circulation ot 
be considered actively in the market 
tor the equipment, It is clear fron 
the results that a large percentage ot 
potential buvers was reached 

Results were succinctly stated in a 
letter trom R. C. Reynolds, then 
idvertising manager of Drott, to W. 
H. Kuhlman 
Industrial 


International Harvester ° 


general supervisor 7 


Power advertising tor 


They Wanted More Info 


In 1952, as a result of these ads 
we received 458 requests tor addi 
tional intormation. This compares 
to 59 inquiries during the first six 
months of 1949 and an average of 
195 inquiries in each of the years 
1950 and 1951. 

‘We tollowed through on every 
one ot these leads by notifying the 
distributor, the salesman, and = ou 
own district representative. Sales of 
Drott equipment totalling $163,150 
an be traced directly to these in 
quire ; 

Since every sale of Drott equipment 
required the sale of an International 
Harvester 
it, Harvester estimates sales totalling 
$291,000 as its own results from this 


t 


crawler tractor to powet 


Ising 

i} | Schroeder sales manager of 
Drott, savs that while it is “most 
dithcult to measure the tangible re 
sults obtained, we do know, however, 
that we still get a tremendous number 
booklets 
Drott Bull 


lam Shovel method of sanitary fill.” 


requesting our 


and ers ire on the 


For Harvester, their advertising de 
partment states that in the entire ad 
vertising history of the company they 
never experienced a_ response 
as that obtained from the In 
ternational-Drott sanitary fill adver- 
tisements. 

What's the follow-through for the 
Drott Corp. ? 

The Drott Bullclam is sold and 
serviced exclusively through the In 
ternational Harvester industrial dis 
tributors organization. The Bull lam 
is sold directly to the distributor who 
n turn, sells it together with the re 
lated crawler tractor to his custome) 


Sell the Method 


through on leads 
gained from advertising, Drott dis- 


In following 


trict men will, in many cases, accom 
pany the Harvester distributor’s sales 
man when he calls on his prospects 
which in the case of the Bullclam 
shovel will invariably be the public 
officials of a municipality. The Drott 
man’s interest, naturally, is to sell 
ty fathers on the method of san 
iry fill ;with the use of the Bull 
lam. The sale of the International 
Harvester tractor is automatic with 
the purchase of the Bullclam; the 
tractor is needed for the power, and 
the Bullclam is mounted on it to 
handle the job involved. 

Because this is a specialized appli- 
cation, one that Drott representatives 
are well-trained in, the Harvester 
distributor finds it highly desirable 
to have one of the Drott men accom- 
pany his salesman when meeting with 
city’s governing body. 

In addition to aiding Harvester 
distributors through counsel of Drott 
district men, the Milwaukee manu 
wide-scale 


facture! Carries on a 
demonstration program in coopera- 
tion with Harvester distributors in 
various sections of the country. The 
U.S. Public Health Service and in- 
dividual state health departments are 
vitally interested in the promotion 
of municipal sanitation and com- 
munity health, and have sponsored 
sanitary fill demonstrations in many 
locations, sending out invitational let- 
ters or announcements to all public 
officials within a wide area of the 
demonstration. 

How is such an investment justi- 
fied, ask public officials? Drott and 
Harvester men contend that sanitary 
fill has established itself as a much 
more economical and a more com 
plete method of refuse disposal than 
any other method known. As com- 
pared to incineration, the cost of op 
eration is about one third, and the 
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SHOWMANSHIP... 
that sells! 


All previous attendance records were shattered at the 

Iron and Steel Exposition held in Cleveland ... and the Elliow Company 
made maximum use of this opportunity to tell their story. 

Graphic presentation combined with 

convincing demonstrations 

to impart technical information to showgoers 

quickly and with impact. 

Write, wire or phone today 


to put SHOW MANSHIP into your exhibit. 


LET 
f 


a 
na 


PITTSBURGH 
4h 477 Meiwood St, Pittsburgh 13, P« AA yf f 4 
NEW YORK 
516 Fifth Avenue, New York 36, N.Y., VAnderbilt 4.24 
CHICAGO 
1937 W. Hastings St icago 8, Ill., TAylor 9-6600 
DETROIT 
810 Book Tower Bidg., Detroit 26, Mi 
Ba lr > } on 
Bs VASA lend 
i 


BANKING EXECUTIVES MAKE A GOOD JUR 
t | f i fid They're a , 


bortus CLUSS 


A MARKET NOT DUPLICATED BY ANY 


MANAGEMENT 


SUCCESSFUL BUSINESSMEN 
ELECT THEIR FAVORITE MAGAZINE 


Q.=In which magazine do you place the most confidence ? 


Q.— Which magazine do you find most useful in your work? 


Studs 


and all phases of business show that of the six new 


after study among the successful people in all kinds 


and management 


consistently receives, by an 


magazines, “USNEWS & WORLD REPORT 
impressively wide margin, the most votes as the magazine “most useful” 


to them, the magazine in which they have the “most confidence.” 


Your advertising in “USNEWS & WORLD REPORT gets the important 
attention of important people — people who have the responsibilities 


and income that give them a constant stake in the essential news 


They comprise the 625,000 Very Important Purchasers of the nation — 
the market of approval for whatever you have to say or sell 

Your advertising gets their thought/ul attention at home, where 80% of our 
subscriptions are mailed (and where family incomes average $14,503 


highest of all the news mag izes) 


News Magazine 


OTHER NEWS OR MANAGEMENT MAGAZINE 


NOVEMBER 1, 1953 


For sales, advertising presenta 
tions. Opens quickly for desk top 
use. Very compact. Easy to carry 
Folds flat. Fach clear plastic enve 
lope takes two presentation sheets 
back to back. Ideal for fast-moving 
straight-to-c,e sales story. Very 
economical 


Call or write for salesman 
descriptive folder 


eo 


Dnt 


LARNED AT SECOND 


DETROIT 26, MICH. 


“Binders to American Business’’ 


MANAGEMENT looks 
to the ACCOUNTANT 


coe er 


area of record-keeping, 


advice in the 


reporting, insurance and 
Send for ‘‘the 
ird party to 
a sale’’ 


finance, 


CIRCULATION 
63,066 
asc 


270 MADISON AVE. 
WEW YORK 16, N.Y 


— America's foremost accounting 
and financial management magazine 


ent about oe 
convincing sales tool Sa é 
page book Defender of Community 
Health published by Drott and 
carried by Drott and Harvester’s men 
In this book the prospect it} ‘e an 
lmipressive array ot before ind 
alter pictures showing what other 
ur ipalities have done to eliminate 
their infestious city dumps, plus 
planographed letters tron y oO 
ficials 

Following through on an Inquiry 

Harvester-Drott distributor in 
Cheyenne, Wyo., sold a “one-mat 
cleanup gang” to his city officials. H. 
R. Wilson, head of Wilson Equip 
ment Co. Cheyenne, received this let 
ter within a few months from Robert 
\dams, Commissioner of Public In 
provements: 

“T want to take this opportunity 
to tell you that, thanks to the Drort 
sullclam machine that you sold us 
Cheyenne has a sanitary fill) dumy 
equal to the best I have observed 

Your machine enables us to ser 
ice 26 trucks that make an average 
of three trips per truck. Each truck 

irries a load of approximately two 

ibic irds on each trip, o1 


| ipprox 
mately 156 


tbic vards are dur 
ind covered daily.” 
Adams then 


re that makes i new 


vol ntecre 


ip and take notice 
purpose it the pure 


hine was to erad 


on the food made available 
by the open dump. We estimate that 
we have eliminated between 15 and 
20,000 rats. In addition, we have 
eliminated all fire hazard and smoke 
nuisance connected with the forme: 
open dump. I feel that in a few years 
by continuing the fill we will have 
a site available for industrial use.” 
Justifying the investment? B. C. 
Jordan, Jr., City Engineer of Nat 
hez, Miss., says: “We are now tak- 
ing care of more than four times as 
much trash at the fill as previously 
at the incinerator at less cost. At the 
end of a day’s filling and covering 
there isn’t a piece of paper visible to 
indicate that this is a trash dump 
The Navy is planning to build an 
irmory within 300 feet of the fill.” 
Cities from 4,000 up to 30.000 
population average from six to 60 
tons of refuse a day, Drott has found 
The city of 30,000 requires but one 
Harvester-Drott unit handling two 
ards of refuse at a time in the shovel. 
Working an 8-hour day, operating 
rate pe hour would total $3.85 
$1.75 to the operator, $2.10 equip 
ment cost). ‘Total cost per day would 
$38.80, which means that a 
an bury its refuse for 64c per ton. 
Ihe program provided the marrow 
tor Drott’s unabashed, plain fact slo 
van: ‘When it comes to sanitary fill 
ie use the Drott Bullclan 


in\ othe: tfvpe oft equip- 
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1 Give Hand Tools ™ 


e ¢« FOR YEAR-ROUND PLEASURE 


aa 


HOLIDAY WRAPPING suggests that fix-it tools make practical Christmas 
gifts. Fayette R. Plumb, Inc., Philadelphia, believes holiday wrappers on 
tool handles will spark gift sales in “the usually drab" hardware stores. 
Handles are wrapped with striped gold and red printed foil, bordered 
by red and green holly. Wrap designed by Milprint, Inc., Milwaukee, Wis. 
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AND LITHOGR‘ATH COMPANY 


EXECUTIVE OFFICES + -- --oti 12) Ohie 


chord af the KUNGSHOLM. Chica 


&: Air Express 


GETS THERE FIRST via US Scheduled Au 


Brown-Forman Tosses Big Market 
To Distributors in 3-D Sales Meetings 


The three-dimension technique which has brought crowdsto bt ns ay ane oe oe 
the Nandsomest decanter in the 


the movies is being applied to selling. With it, distiller tire industry last year to teature ou 
Old Forester gitt package. Vhis year 
hist 


of Old Forester sets hot pace for the Xmas promotion. we searched tor something better bu 


couldn't find it. So we are repeating 
with the same decante In merchan 


sny we ilwavs Want something new 


Based on an interview by Lester B. Colby with o this vear we have developed a 3-D 
ral kage bot both ( Nad lor 


GEORGE GARVIN BROWN >» President corama | 
Brown-Forman Distillers Corp. id I | . gg and are ed 

dent ft Cc oW ve the sensation oOo 

Phe Neiman-Marcus store, in Dal 
famous as one of the world’s 

ne packaging Brown 

to the Neiman: Mar Is 


t 


bond whiskie rey 


B own Kor Halls 


vdvice ind iss 

le elop ny the 
packaye possible 

holiday trade 
the se 


etting 


Neiman- Marcus 
s-Cjolman il o 
dent fied “ th Ne 


the ornament 


ot these 


ve the packat 
tie in WwW th the 
ire The ornament 
hape ota shield orchid in 
1 dotted with gold 
rimmed with tinsel and 


fastened a tinsel bow 


Atter a long series of experiments 
4 to get the right effect, Brown-Forman 
ot 4 moving advertising and exhibit specialists de 
ee cided on the use of staples. Speed in 
produc tion was a must. They went to 
9? one of the foremost manufacturers of 
pro em stapling equipment to have spec ial 
—<—<————— © machines built. The answer was that 

it couldn't be done. 

This threw Brown-Forman back 
on their own and finally their techni 
cians came up with a solution. Special 
stapling machines were designed and 
in a short time 14 of these were on 
the production line. 

Then another problem came up. 

Special shipping cartons had to be 
é 

A lace for ever thin designed to protect the ornament dur 
p ¥ G ing shipment. These had to be ove: 
size with controlled space to keep the 
€Qic and everything in its place - when AMERICAN ornaments from rubbing. When the 
x ws RED BALL moving specialists transfer office equip job was done the cartons with the 
geo BAL ment home furnishings! Yet—COST IS LOW ER packages inside were shipped back and 
PHAN MOST! Consult yellow pages of your ‘phone forth between Dallas and Louisville 
directory for your nearest AMERICAN RED BALL several times to give the unit a thor 

agent! FREE PERSONALIZED ESTIMATE! ough test. It worked. 


Rely on AMERICAN RED BALL 


TRANSIT COMPANY, INC. 
PIONEER NATION-WIDE MOVERS 


, Next a wrap-around on fine paper 


What Wrap? 


printed in full color, was developed 
to give the outer case a holiday spirit 
When this was done the cartons be 
ame handsome point-of-sale display 
pieces which could be used for floor 
island or window show units. This is 
the first time in the liquor industry 
that such a ready-to-use point-ot sale 
pres . has been en ploved. 


During all of this” preliminary 


A~—~ 
planning anothe mportant tact was 
Gy ippermost in the minds of Brown 


Forman executives They knew that 


- everv minute saved at the point-ot 
We publish a newspaper that sells ville ican iment. Overtheamanes 


‘ iles are slow ed 


a market of 1'/2 million people 


| 
ip it salespeople n 
take time to w ip gilt packages The 


with 2 billion dollars to spend | result was th wore Md hn pack 
} re sa Completely issemblied read 
to-go package 


our newspaper is read in 3 out of 5 the Ch 


stmas spirit 


' 

homes in Nebraska and Western lowa — oe pa page was .. 

veloped To! irty IMMes, His 
| hiskv is sold for the holiday trade 

| nm regutatl bottles | if the 4 ka ¢ S 

Omaha World-Herald ems 

i of 1 Forester, ornamented 


250,832 daily . . . 258,372 Sunday : ecl 32% deerania 


Publishers statement for March 31, 1953 tor! t an old-fashior 


ae pai fie 
O'MARA & ORMSBEE, Notional Representatives | gilt DON 


little 


Home delivered 
in 1141 towns 
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they’re tops ! 
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‘@ Army Times — Navy 
Times and Air Force Times, 
each has a powerful voice 
in bringing your sales mess- 
age to the members of the 
U. S. Armed Forces and 
their families everywhere. 


@ This great Network of 
Weekly Service Newspapers 
is published in 12 editions 
to bring pin-pointed news 
and features to service- 
men and their families. 


@ Your advertisement 
reaches this 7 billion dollar 
consumer market at lowest 
cost per thousand of any 
weekly service publication. 
You get widest coverage at 
lowest cost per thousand. 


SAMPLE COPY, RATES & MARKET 
DATA BOOK ARE YOURS FOR THE 
ASKING AT NEAREST OFFICE. 


ARMY TIMES 
AIR FORCE TIMES 
NAVY TIMES 


(All Members: Audit Bureau of Circulations) 


= 


HOME OFFICE: 
3132 M St., N.W. WASHINGTON 7, D. C. 


Branch Offices in: NEW YORK «- LOS ANGELES 
PHILADELPHIA- SAN FRANCISCO- CHICAGO 
LONDON « PARIS - FRANKFURT « TOKYO 
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was months ration. Special 


John _ Ay 


Cree d lil orc prod iced by 


Isi¢ Was writ 


ndgartner 


‘Are You Every 
Another is “Cheer, 
limes. \ third 
The lilt and mel 
h that 
s been copyrighted and the man 


ivement hopes that it may become a 


l in es’ 1s suc 


story ot the promotion ot 
Brown Forman whiskies Was unfold 
ed to the distributors they were told 
that the company will invest a total 
of $5,000,000 this vear to promote 
> brands, Old For 
and King whisky, 


includes the $1, 


the sale of its 

ester ha ly limes 
a blend. ‘Vhis sun 
QOO,000 which will go to buy maga 
zine and newspaper advertising for 
each of the two leading brands, Old 
Forester and Early A large 


slice of the money will be put into 


‘] Imes, 


point-ot sale pieces ounter, window 
and wall art work 

“We Soften Up The People,” the 

distributo informed in a skit 

s that title. They are told 

Times copy is being cat 

ied an ife, lloliday, Look. True 

U.S. News & World Report, Dell 

VWen's Group, Net Ebony, 

Outdoor Life, Sports Afield 

{ Stream; that Old For 

OpV Is being carried 

4 Town & 

Spectator 


orker ind 


Ts were 
that carri 


that | : 


ASTCCER 


What Gifts? 


Ne wspapers in S6 cities are being 


ised 6,4 to p ( ote Old Forester ind 


is in 


3 ith 


as a QUARTET 


there’s extra punch 


@ Add the European edi- 
tions of AIR FORCE DAILY 
to the big three weeklies of 
the TIMES network and 
you'll reach the rich market 
of American families at Air 
Force stations in England, 
Europe and North Africa. 


@ Circulation of Air Force 
Daily parallels the sweep of 
AFEX (the Air Force Ex- 
change) System, thus provid- 
ing an advertiser with trade 
journal coverage of the ex- 
change system as well as a 
consumer wire-service daily 
newspaper —five days a week 
—complete with news, sports 
and features for Americans 
abroad. 


@ Low cost combination 
rates for all four of these great 
service papers give adver- 
tisers their best buy. 


GET DETAILS ON HOW TO SELL 


THIS AMERICAN MARKET ABROAD 
FROM NEAREST OFFICE 


AIR FORCE DAILY 
an 
ARMY TIMES PUBLISHING CO. 


publication 
LONDON OFFICE 
102 Park ST., W. 1, LONDON 
=e 


HOME OFFICE 
3132 M St., N.\W. WASHINGTON 7, D. C. 


Branch Offices in: NEW YORK - LOS ANGELES 
PHILADELPHIA+ SAN FRANCISCO: CHICAGO 
LONDON « PARIS »- FRANKFURT - TOKYO 
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showed 
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ntation. S 


hartered vans were u 
29°%o Profit Gain mos ‘quipment and scenic e 
@ With ACB Newspaper Re- f these covered the Fas 
search Services you need never - other the West. 


CUSs bevets SLICCESS, he dis 


. . . : 
miss a daily newspaper adver George Garvin Brown, president 


iftors were told ind Vou are Se I] ot Brown Forn an ommenting on 
matter where or when it may leaders in their fields To back this drive to litt the enthusiasm ot the 


aS SR a a ee a 
17% ss. his up the following figures were distributors and get them to pass the 


tisement you ought to see, no 


run—in any of the 


> ¢ rT . » . 
dailies! quoted Brown-Forman’s net sales story of the tall and holiday advertis 


hy : ’ . IHS O t 
il were $22,605,964; to ng and promotional campaigns 


Phe national and local adver- the cal year ended April 30, 1953 down to the retailers and to points 
tising columns of daily news- they \ » S68 S8LOSO. an increase of cale. cave 
papers are the great proving nine per cent over the $62.783.055 re ene ee 
grounds for new ideas in prod- ported tor the previous fiscal veat mportant Sond 
iets, merchandising plans, and that tor the 1953 > fiscal vea net eater profits last vear than the veai 


ne ‘ mS Tse 4 1 “a 
ew sales approaches. Use ACB income of the Kentucky corporation keen: Whe dit vide be 


avoiding Palle 
recorded a gain of 2967 over that for nerchandising. We did not go to the 
times on new and old competi- the 1952 fiscal vea You can win 


i winner they were told, “You 


services to keep abreast the 


barga n counter and we will not. 
new products new 


copy themes, new us¢ 


ire handling brands that are tops 


Executives are invited to send sales and tops in ad ertising. 


for our catalog which outline Po back Nis ip graphs 


14 ACB Newspaper Research thrown upon the screen showing the What Makes Sales? 
Service You will be agreeably comparative sales Brown-Forman on os 
‘ : } , With living standards as high 
surprised at the modest cost wands in olume na ; ipar : oe 
as they are, the availability of the 
for which a service, built to tive investments 1 iverftising 1 : - 
"See" 1) : right products, rightly priced, is 
your own special needs, can be both Old Forester and \ ; 
; ; . wary only the first requirement for a 
rnisthec IT1ies = {y I SHO C6 1 
sale The second requirement 
Send for ACB's Catalog. 48% pages 
Describes each of ACB's 14 Research 


he 
vices, Gives many case histories Then 


equally important, is a capacity to 
+] Old J induce the desire to buy. To phrase 
i (i oreste! 


é' it diff tly, it +t b ° 
t of service, or method of estimat h stroas ( age isa LOO, sel] . d sinless — be — Sen 
ing; complete directory of dathes out. We ’ 


tinuing objective to make yester 
“\ 


= , day's luxuries the necessities of 
Phe clin he presentation was 


; 8) motion pieture in color Kor 


{ S. Census of retail stores. It 
free! Ask for it today today 
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’ Down-Forman. executives It is ironic, but the higher our 


varticipating in the standard of living, the more diffi ° 
rticl tiny it I rogral 


- a ; é; , cult the job. This makes it manda 


ACB SERVICE OFFICES 


Madison A ‘ ; 
af Mich dato \ licago 3 >= an ( Na Foreste 


emphasis to tory that our nation's sales forces 
write a mew chapter in creative 
salesmanship. More than ever be 
Mem} his 3 : eve fore their success will control our 
Francisco 5 : : production index and determine 
our standard of living. Marketing 
management is not only in the 
‘spotlight,’ it is definitely on the 
‘Saree : alc eat ‘spot'’." Ww. C. Sproull, director 
ADVERTISING pea eet © pack ; of advertising, Burroughs Corp 
° ‘ before the National Industrial Ad 
CHECKING BUREAU , IONE In art 


vertisers Association 
inc. 
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SHOW wd some othe scenes 


entertainment, 
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Free your office 


from typing fatigue 


Pyping fatigue is costly in any of in 

errors, in lagging speed, ino wasted 
supplies, in drooping spirits. But you can free 
) office from: these expensive handicap 
installing IBM | CCUM | pew 

IBM's remove. the 
they have the 

keyboard sl ype 


turned and spaced clectrically 


AS 


More and more otlices today ine stand- 
ardizing on IBM/’s because they find more 
work gets done faster, and looks better. Oflice 
morale is higher, job turnover lower. Wouldn't 


IBM's be a fine thine for your oflice, too? 


r + - ms 
on y; de oo ed Saget 
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INTEKNATIONAL BUSINESS MACHINES 
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Weeks 


and his 


Walter Williams 


Under Secretary 


Robert B Murray, Jr James C. Worthy Samuel W. Andersen 
Under Sec. for Transportation Ass't. Sec. for Administration Ass't. Sec. for International Affairs 


Strangulation—or Rebirth 
For Ike's Department of Commerce ? 


Yelps of pain have greeted ''Sinny'’ Weeks’ 50%, cut in the 
controllable part of his budget, and major shifts in per- 
sonnel. Now the new group is ready to operate. Will busi- 


ness like the GOP's conception of Commerce's function? 


BY JEROME SHOENFELD ~- Washington Editor 
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how Delta-€<§ airFREIGHT 
helps Abbott Laboratories move 


modern drugs with modern speed 


WHEN ABBOTT’s “microbe hunters” announced the new 
wonder drug, Amebacilin, the news traveled to the earth’s far corners 
fast. Moving quickly to meet demand, Abbott called in Delta-Ca$S 
airFREIGHT. Quoting Abbott's Vice President Charles S. Downs: 


‘In stocking our overseas branches we use a great deal of 


air transportation. Typical was use of Delta-CaS airFREIGHT to 
rush Amebacilin to the Caribbean and South America. 

“By delivering this 1953 drug with 1953 methods, we en- 
abled our branches and their dealers to fill an urgent medical and 
human need. We saved time and money. And we were able to offer 
the new drug for physician’s prescription in remote markets and 
rural areas almost simultaneously with its introduction in the 
great medical centers of the capitals.” 


All Delta Flights Carry airFREIGHT 


General Offices 


AIA LINES 


Amebacilin { mid in Eng- 


90 CAPS 
VLasS lish-speaking markets). con. 


AMEBACILIN queror of tropical dysentery, 
is an antibiotic wonder drug 

f 1953. Its makers, Abbott 
Laboratories, appropriately 
rushed it to waiting branches 

the Caribbean and South 
America via that sw ft won. 
der courier’ of 1953— 


Delta-C&S airFREIGHT 


For ACTION 
...- Ship by AIR! 


You'll get action all the way from take-off 
to “take home” — stepping up not only de- 
liveries but sales, profits, prestige. The man 
who can tell you how is your local Delta- 
CaS airF REIGHT Representative. Call him 
for answers to specific questions or a com- 
plete shipping survey. Or write direct to: 
DELTA-C&S AIRLINES 
AIRFREIGHT DEPT. ATLANTA, GEORGIA 
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How a Great 
Home Newspaper 
Serves 


CHICAGO DAILY NEWS 


Chicago’s HOMI Newspaper John 2 Knight, Editor and Publisher 


DLTROM OrFict 
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PIONEER 
Balloons 
Sci. 


Motor 
Cars 


Smart Car Makers 

use Balloons to... 

e@ swell sales in sagging 
areas 

@ give new models a 
big sendoff 

@ boost dealer en- 
thusiasm every- 
where 


Because 


PIONEER Qualatex Balloons 


@ have real toy value as 
premiums \PARENTS/ 
eee / 
@ carrying printed adver ; 
tising far and wide a yan 


7 
, * Guaranteed by > 
Get ideas, sample Good Housekeeping 
and imprint information ww «* 
from our Premium Dept S sonerass 


Write today to 


AQT 


aiperen + PIONEER comrany 


BALLOONS 409 Tiffin Road . Willard, One 


PLASTIC AND PORCELAIN 
NEON DEALER SIGNS 


1 
| 
il 


ARTKRAFT* PORCEL.M.BOS 
AND PLASTI( 
STORE FRONT SIGNS 
Neonized f ‘ he 4 


to ofter 


“A Real Sweety” 


t hose 


f Weeks 


Have you a decorating problem? Want to 
make a series of store windows sparkle 
with sales appeal? Want to make whole 

stores the talk of the town? 
You do? Then Kodapak Sheet ts for you 
tough, transparent, long-lasting—the 
most versatile material o kind. Trim 
anulacturers are domg many exciting 
with Kodapak Sheet. Worth your 


looking into now! - 


For further information, includ- 
ing names of firms, see our local 


representative or write 


Cellulose Products Division 


Eastman Kodak Company 
Rochester 4, New York 


Chicagv, Dallas 
tatives 
Philadelphia 


f 


Plastics molder, confused about most saleable colors for 
his new housewares line, can’t decide which colors to 
use, can't afford his own color research. Who can help? 


molders and fabricators. Monsanto: 


Monsanto, through direct mail, telis him about the com 
pany’s Color Styling Service, available without charge to 


“We can help you.” 


Monsanto Helps Plastics Customers 
Get the “Feel” of Color 


Sure, plastics are colorful, but what colors sell best? 
Monsanto's new color research program for molder and 
fabricator customers shows them how to make the right 
decisions, helps Monsanto sell service and raw material. 


BY PHILIP L. PATTERSON 


right color can create product ot plastic there are no 
10.000 color possibilities 
| And the marketing picture is 
One of the most perplexing riddles ther 


the w ong choice ot color 
can tie up inventory in cobwebs. 
con plic ited because consumer re 
tacing the plastics industry today Is iction to color, like your own rea 
to measure and anticipate color preter tion to the - ot black-eyed peas 
consumers who buy can't be measured by slide iles o1 


thermometers. 


ences ammony 
ind who must be sold—the hundred 
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Your \ 
Propuct'! yOUR ’ 
° MARKET! 


“We collect data on present consumer color prefer 
ences,’ says Monsanto, “‘and if you wish, we will make 
a special study of your product line, and your markets.” 


Ho iIscWa4»res 


zed colo 


Molder follows color suggestions, based on Monsanto's 


special study. Color service helps him scientifically reduce 


number of color possibilities and avoid “unpopular” 


Molder now gets “bigger volume with fewer colors.” As 
supplier of raw materials, Monsanto has huge stake in suc 


cess or failure of customers’ appraisal of consumer tastes 


hues. 
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“greatest idea-guide 


I've seen...” 


—Frank E. Smith, National Director, 
Blue Shield Medical Care Plans, Chicago 


“Screen Adventures” is a new 
16-page book which lists 325 carefully 
screened and selected 16mm sound 
motion pictures. It lists titles, running 
time, gives a subject synopsis, and 
tells where-to-get-it. The films 

are categorized by subject area, and 
present a ‘‘catalog’’ of material for 
business meetings, employee showings, 
club entertainment, education, and 
many more. It’s yours, free of cost 
or obligation. Simply send the 


coupon for your copy 


...- AND HERE’S THE GREATEST MACHINE FOR 
PROJECTING IDEAS YOU'VE EVER SEEN! 
The Super-Stylist 6mm sound projector weighs only 32 


“AMPRO 


FAMOUS FOR THE FINEST LINE OF 
swing into place in an instant. g ‘oe lémm SOUND PROJECTORS 


pounds, complete with carrying case and built-in speaker. 


Permanently-attached reel arms 


Sets up in seconds, threads 
easily, operation requires 
the flick of a switch! : AMPRO CORPORATION 
t 2835 N. Western Avenue, Ct 
Gentlemen 
Send my free copy of “Screen Adventures.” 


Arrange to have an Ampro Audio-visual Dealer 
demonstrate the Super-Stylist. 
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SALESMAN DICTATES at day's end by taking tape recorder IS MANAGER LISTENS. tepe salesmen sent to home office 
This is Westline Products salesman wh r ( mM if report merits ns Westline Products Sales Mana 


me writir call reports in longhand dictates be ) same reel. Resuls paper work 


How Many Ways to Use 


Recording Devices ? 


a 
pres¢ 


The list is imaginative, long, and getting longer. Among the repor he sal Fa cage 
. al sionally blow oft 
areas where recorders are proving their worth: gathering 


market data, field reporting, sales training, p-o-p selling. 


LEELA 


1 How to put your salesmen 
' 


onaprospect’s ~f™ 


Scan nnent 


Here‘'s a new, good-will 
builder that everyone wel- 


comes to the top of his desk 


Tatum MIONOGRAMS:=-~ 


with your name here 


on 2-color metal plate 


all 
metal 


KEEP YOUR 
NAME UP FRONT 
4 ways 


works under ideal conditions 


a handsome, useful gift 


No waste circulation reach only pros- 


pects and customers 


Long life medium...your ad lasts 5 years 


or more 


ost advertising your ad makes 
alls for a fraction of a cent each 
Ask your stationer or office supply firm for 
details and quantity prices of MONOGRAM 
Staplers, or mail coupon today 


WILSON JONES COMPANY 8 
09 S. Jefferson St., Chicago 6, i. ' 


Please send complete data explaining how 
i put the MONOGRAM Staplers to 
our prospects’ desks. Also give 

ime of my neorest stationer 


State 


Office Space in Cincinnati Area 
Be Sure to See Us First 
Attractive air-conditioned suite in moder 
entral building, Sublease furnished or ’ 
furnished. Efficient phone, secretarial service 
verbatim eportinge of meetings ‘ 
ions, hearings, et 


TENOTYPE REPORTING SERVICE 


nati 2 » 


BATTERY OF MAGNETIC RECORDERS—eight of them—are digesting and memoriz- 
ng sales talks. Combined Insurance Co., Chicago, uses recorder bank to mass produce 


sales talks which will later be distributed and used in company’s sales training program 


ons ina the 


discovered the 
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» 
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THIS FREE BOOKLET CAN 
HELP YOU BUILD SALES 


las large compant 


at ve ry low cost The 


STEREO CAMERA 


S INVESTMENT THAT BRIN 


IDENDS IN PER 


eee seas eeseunsenseee 
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SAWYER'S INC., DEPT. BSM PORTLAND 7, OREGON 
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GET THE BEST FROM 
YOUR 


TAPE RECORDERS 


Soundcraft Magnet Tape iS exact 
ingly engineered to take full advan 
tage of the extraordinary electronic 
excellence built into today’s fine new 
tape recorders 

That's why progressive business 
men insist on Soundcraft Tape for 
faithful, full-quality recordings of 
conferences, speeches, sales-training 
programs for making high-fidelity 
movie and slide-film tracks for 
every important recording need 

You'll be deeply impressed with 
the fine new office tape-recording 
equipment, Hear it at its best with 
Soundcraft Tape! 


Ie 


oft 


Now! Save Time, Space, Money with 
The New Soundcraft Tape-Chest"! 


You'll welcome the advantages of 
this good-looking, durable, S-drawer 


permanent filing cabinet. Stores tape f W b4 e N 
reels horizontally. Front-labeled “Pe 
drawers let you select any tape re if 

cording instantly. Order five reels of YO U R Ss A L if Ss 
Soundcraft Tape trom your dealer 
today get this handsome Tape Pp R E Ss ‘ NTATIO N 


Chest at no extra cost! 
*Pat. Applied For 1704 WEST 


REEVES GOES VISUAL WASHINGTON | 


CHICAGO iLL. 


SOUNDCRAFT wees nie 


and Special 


CORP. Dept. C Sales Aids 


10 East 52nd St., New York 22, N. Y. 
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Dravo's Nine Points © EXECUTIVES 
@e * SALESMEN ®* PUBLIC OFFICIALS 


For Selling Toda 
9g y * POLICEMEN © FIREMEN ® OUTDOOR MEN 


REPORTERS °© FIELD INSPECTORS © DOCTORS © LAWYERS, ETC. 


No. 9: "Do not get pan- DICTATE (N YOUR 


icky and discredit your 


competitor... 


INVERTERS 


for changing your battery current to 
“A.C. Houtchold CURRENT 
in your own car!! 


ATR INVERTERS . . . especially de- 
signed for operat ng stenderd 110 volt 
A.C. Tape Recorders, Wire Recorders, 
Dictating Machines end Electric Razors 


IN YOUR CAR 


A VALUABLE TIME SAVER FOR: 
e TRAVELLING SALESMEN 


ATR INVERTER ° FIELD INSPECTORS & INVESTIGATORS 
LAWYERS | 
oO 
EXECUTIVES 


ing Machines ri f 
71 FICIALS | 
Record. Changers pa er i ete 
Sets Amplifiers ‘ 
ste Radio est POLICE SQUAD CARS 


etrenie di 
IN Al TOMOBILES Buete AOVES TISING di bpatgp mip 
cree wan te s FISHERMEN & HUNTERS 
TRICTS = 
e CAMPERS 
Additic al informats va 
able t WAREHOUSE A MATERIAL HANDLERS 


RECOMMENDED APPLICATIONS 


ou Price a 
35|$25.55|! nalt "rat io ad e ait a> table Aoi dating ' aa ' 
25.55 | wattage consumption tess than 33 wat 


“AC motors, Rad 


85; 75 


125}100 


\ NEW DESIGNS \ NEW LITERATURE 


NEW MODELS 


“A” Battery Eliminotors, OC-AC Inverters, Auto Radio Vibreters 


American Teevision 2 Ravio Co. 


Quakity Products Since 1931 
SAINT PAUL 1, MINNESOTA—U. S. A. 


A‘sound” investment for you and your business 


KCVCre Leland Sone 


TAPE RECORDER 


ret 
= vh the miracle of capturing sound on tape this remarkable instru- 


bl XV ment permits you to get wore done with /ess effort at less cost as well as 


. a —, f : 
{2 \ 4 < providing countless hours of pleasure and recreation at home 


= ' 
— 4 \ = Incorporating a sensational new development—the “BALANCED. 
di ° h LONE” Control—with other exclusive electronic advancements, Revere 
ictation—speeches 

a has achieved a rich tonal quality heretofore obtainable only with pro- 
Make t perate | he perfect ‘ retar 

fessional broadcast equipment. Yet key-control operation is the easiest 

" 


and simplest of any recorder. Included among its many outstanding fea- 


tures are 2 hours of recording on each reel, lightweight portability and 


> ' 
maxnihcent styling. See your Revere dealer today for free demonstration! 


Revere T-700 


‘ ‘ ‘ idio attact cord 
} 


BASS-REFLEX SPEAKER 


ee B ! hools where t 
225.00 : ; $ 
h } 


$277.50 


$ 


Special Studio Models—Speed 7.50 

T-10—Complet 

TR-20—Same as above with | idl oii a 

radio $287.50 bl $49.50 
38 

REVERE CAMERA CO. Be CHICAGO 16, ILL. 
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How to Put More Pull 
Into “Help Wanted” Ads 


Why are more companies now using display space? How do 
they describe their jobs? Where do employment agencies 
fit into the picture today? Are you overlooking talent? 


BY WILLIAM H. MEGARY 
Executive Director, Buttrick & Megary 


1. Contacts: \ 


rue new DJUKANE 


Tra - Fidel (ly 
TAPE RECORDER 


i} 
e % investigate the ne 
Tru-Fidelity Tape Re 
f t! continuous eight-hou 
nded by profe 
mplet perate 
ty reproductior 
tich in advanced facilhtt 


s usefulness. ¢ 


e Rugged 
pying Facility 


e Pub Add 
Amplifier eEasy Tape Loading e Storage 


Its Weil wire Today fora 
FREE DEMONSTRATION! 


DUKANE CORPORATION 
Dept. 5M113 —St. Charles, Illinois 
Please send me full details on the 
DuKane ‘'Tru-Fidelity’’ Tape Recorder 
Piease arrange a free demonstration 

Nome 
Address 
City 
State 


ESTABLISHED AS “OPERADIO'™ 1922 


TRAIN WITH DUKANE 
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2. Pride: You car your com 3. School relations: Start 
FOR A pany toa job prospect wit | ‘Ting pand your college relations. 
I j 


{ 1 \ t ‘ ) .] ® ae . > y 
Olipany to yourselt, nore schools and institute long 


TERRIFIC rest a salesman in you n programs for recruiting grad 


| ! 
Don't be snobbish in select 


DEAL ; ‘you mM schools You can't aftord t 


all schools. for good 


BUY m your staff has stock of all ist in graduates of sm: 


point é position \ t \ l well as la ve. 
offers. He then takes pride 4. Contests: \lak: 


mn his company tor he has added i} staft part of yo re 


the benefits he enjoys. ! morale our salesmen know \ 
i i ’ . h al idditional members to 


let them help you. In addition to 
FOR SALES PROMOTION ir sree coy lgpseacee 


WInvINnyY in applic ants, you! sale smmens 
simple to operate ! | . knowledge ur recruiting prog 


am 


DIRECT a ily oftset by savin l ! will allow you to un signed iste id 
from cruiting methods that mig ! ¢ ot blind advertisements. 
tte productive dyvantas n 5. Agencies: I ake al » of 
building or \ i ) ‘ . 


protessional personnel COTS 


ORCHIDS OF HAWAII, INC, ="! 8310 emg Ahrens Moe mage’ 


iderable. their experience In manpowe place 


plete progran ret t ment. \lake it a point to dete 


Iwindling mal the avenm th 


ine 


lo the n 


power! ue is ild take advan oe I tive job TO \ i each 
NATIONAL a ot pce 


these ecruiting roOcedures: N irket Stop | oO meet ave 


SALES OFFICE .. Advertising: Use display sonnel whenever possible 


pace and less clas “d space ap ing sales engineers is important 
54 WEST 56 ST. i ce te a ily dlls 
NEW YORK 19, N. Y. wll into your copy. Sell your com- typed letter or a short telephony 
TEL: JUDSON 6-8950 dense soguir we 
GROWING FIELDS & PACKING with a job hesitates to respond 
PLANT IN HILO, HAWAII blind ad 


you ttl \n emplo ment 


ertisement tor tear of con ket, ; n ‘ in oubted 
ions with his present employ to \ “first bouncers 


ment rraduates with one 


Z. Community relations: | ook into | ience who are both 


plica 


muir COTMMUMITY relations program. | ‘rested 1 changing 
Do vou ave one? Is Vout! p 
ent progran tunctioning eftes tively 4 rc “ niny 
Strengthen your community relations | nay had pl 
ind the likelihood ot more direct job would lend itself to consid 
} 


1 , 
tions is substantially wreased meeting your requirements 


On orm ef OKT 


re ther Plast 
umimated gr 
ae yned to identify 


dealers across 


the country for 
, | Westinghouse Electric Corporation 
’ 


SI GNvertising* 


the science ot Aating with signs 


NEON PRODUCTS, inc. 


Americas largest and most experienced 


manufacturers of illuminated signs 


700 NEON AVENUE LIMA, OHIO “I'm sorry, Sir; | didn’t know you were out!” 
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ime 


~oam THE ORY 


IMPACT OF PROFESSIONALLY designed company 
sponsored magazines compare favorably with consumer 
magazines. Neither looks like an advertising piece, yet 
the company publication aims a rifle-shot advertising 
medium to an audience that can't be duplicated—at 


a price more economical than most advertising media 


How to Edit and Distribute 
A Company-Sponsored Magazine 


}! ( sale 


But, first, how does this kind of publication differ from a Aig ie : a 
‘house organ'’? Who uses it? How much does one cost? . ‘ly stimulated de 


It is part of the revolution in direct mail dealer help. aaa 


hea yoduction costs 


of securing broad 

eal peration, company-sponsored 

BY A. M. ANDERSEN ©* Vice-President atatien coil 6 earn by 
The Reuben H. Donnelley Corp. a Be see’ all 


iow-how and 

handled 

monsored magazine Ww ll 
i ompan position 


tall when they 


aAgaZ ine “ th 


ind quite 


h t book i 
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Learn about Amazing Space Stretcher for Thes 


Management Support. ~ 


s t I ole mie 


} 
eae 


e Group Meetings 
e Sales Meetings 
e Conferences 


DOUBLE Seating ona Table Space 
at a Moment’s Notice ae ne 


Dealer 
) il ot 


ompan 


( 


Large Circulation. The prin 
n | ! 


The new Clarin 
t ( 1 aun h nga new ce 


lablet Arm Chair that Folds 
combines table and chair 
in one. You'll be amazed 
it how many peopl you Can seat 
comfortably in a small office 
ind give each of them table space 
is well. Thus, you can hold those 
import int proup mectinys in ilmost any ottice 
ind arranve for itin a few moments. Undoubtedly, 


you've wished for a chair like this many times. Now it’s here! 
PAH ON oto 8 2OOLOOD 


ost to the de 


FOLDS FLAT IN 3 EASY STEPS 


r 


WRITE TODAY! 


Minimum Cost. — It is esse 


ENGINEERED QUAL 1G N FOLDING CHAIR the 


“THIS IS THE ONE GIFT 
I KEEP RIGHT BY MY DESK?’’ 


Wonderbar here's a gift that will be 
used day after day a handsome, practical 


addition to home or office! Wonderbar 
s an impressive supply of refreshment 
cks, mixers, drinks, and food freezes 
bes on the spot! It makes a permanent 


nent center atop the base cabinet 
where on the smart Wondercart 


entertain: 


any, white or blond 
or. At 


solution to the unusual gift problem 


ir comes in mahogs 


h or may be painted to match any col 


tandins 
gift that won't be duplicated 


a dramati 


+ 
sal 
J b) 
CtrIC Chel /S 
Ye \ CH ») > 


- 


serve | 


Dealer Advertising Representation 
ini ete ‘--rve PORTABLE SILENT REFRIGERETTE STYLED AS SMART FURNITURE 
mt ] 1¢ 


ir Warranty on silent 

freezing system. AC-DC, 12 to 
Its. Mahogany caste 

¢ Wondercart, and base 


abinet, all optional. See it 


ye. 


The name to watch for great advances in 


REFRIGERATION and AIR CONDITIONING 


how 
| 


Your Answer to a | es | : eli by offering h ma 
Perplexing : 
Business 7 Bo vai eae 


f — 2 than the sponsor’s. 
L Ihe need for ' 
Ch . t er | in h sf dealers n é re 
ris mas ‘ tor example, will want advertisements 


I 
Gift Problem a cacian Was eeidace ties 


} ] 


as paint and hardware retailers 


nnumerable products which 


sh to promote j arious times 
year. The s iccessful sponsol 


them an opportunity 


Store Traffic Builders. ‘The con 
pany sponsored magazine 1S the per 


LEISURE CHEST ect vehicle for special offers which 


Every year business executives are faced with build store trafhe. An ofter in the 
the problem of what Christmas gift to give valued 
customers that will have year round remembrance magazine of a premium, booklet or 
value. Here it is i 
aa ail de tec thal * demonstration ordinarily will be 
round applause for the giver effective. The success of the offer 
some, sturdy, built for a 
food and beverages hot be enhanced t, in addition, the 
beautiful Hammered 
» GREEN Ename 
ffice and he uses. The y f posters and banners, inside 
P reating 
Don't be disappointed. Act rials, handouts and other 
WIRE OR PHONE COLLECT : rite the spe ial offer, once 
FOR QUANTITY PRICES 


METALCRAFT MANUFACTURING CORP, |S wide the store. Thus, an ofier 
Dept. A, 1025 Firestone Bivd., Memphis 7, Tenn. con plete merchandising 


Makers of , ; - } 
Magitwirl Spice Rack + Magitainer Waste Baskets , 
Magikan Step-on Refuse Containers 


s supplied h window 


a MmaN 


Perfect 
Gift for 
Every 

Executive 


Sales Kits. ling sponsore 


VAAL Is a Major ope 


| 
Salesmen often 


Fancy Smoked 
TURKEYS 


Gave a gift of distinctton—one that 


ce | 


will cruly flatter the recipient. Premium 
quality birds (U). S. Grade A table 
ready), carefully dressed, then smoked 
with a care, delicious flavor, are pifts 
of thoughttulness tor every holiday 

Fach plump, broad-breasted turkey 
(goose or capon) is slowly processed 
under exacting controls to insure juicy 
pertecuon of flavor. No cooking neces- 
sary. kach bird shipped in re-usable 
polyethylene bag, dry-iced to insure 
arrival in frozen condition 

Attractively gift-wrapped, gift card 
enclosed. Shipped prepaid anywhere 
in the U. S. Send us your gift list, we 
will ship direct. Arrival in perfect con- 


REARS RBRARBRABRARAM SH 


dition guaranteed anywhere within 
Railway Express delivery limits 


- 


es 


CUSTOM FOOD PRODUCTS, INC 
N. WESTERN AVE., CHICAGO 12, 


» turkeys of 
9.15 Ibs. Price $1.75 


geese of 


Price $1.85 
of _ tb Reader Interest Surveys. 
ce $1 . 


S ive 


DELANO STUDIOS 


31 E. 18th AVE., DENVER 2, COLO 
Specializing 


tly serv 1 8 with 


MAY WE SERVE YOU? 


| 
| 
| 
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' wes TIMMY 2 
yup se TERE 
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) fa So Perfect for 
} BUFFETS — PARTIES 
SMORGASBORD 
ICE BOX RAIDS 


« TRULY DIFFERENT 
SOCIAL FRIENDS 
Extra One’ J rf 7 


THESE SUMPTUOUS ‘BIRDS’ ar 
j er | 


‘ wn to the ‘Last % 


Tar Tastine Ni me 
i INSTANTLY Rea to-Serve 


ORDERS FOR ONE ANY QUANTITY 


te k 
I CANNOT SUPPLY YOU 
ORDER COUPON be { Pret 
I 


Direct fr Our Pla 


EACH TURKEY INDIVIDUALLY BOXED, with 
Gift ( ' \ 


STATE WEIGHT DESIRED 
j thick \ TURKEY 
' 


‘ P eerf fu 
|| VIENNA SAUSAGE MFG. CO. 
} $s {t f s for € n 


1215 S. HALSTED STREET (Dept, SM) | i 
CHICAGO 7, ILLINOIS } 
* ‘ 


WDA, 7! 
7 y eg 
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WHEN ORDERING DIRECT 


USE THIS “SMOKED TURKEY” ORDER COUPON 


wn letterheo 
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List Compilation. 


“To the Road!" 
The American market is literally 
t only due te 
three 
of the 
venture 
and 
ron 
the 
tandards 
n'+ where i¢ 
+ be to 
stoday.A knowl 
population is 
eaving, where 
t $ con 
entratina ¢ Sse ( sound 
marketing policies nd pians 
Vergil D. Reed, v-p and assoc 
ate director f research, J. Walter 
before the Boston 


To Win Frienda, 
Influence Customers 


MANOR TEXAS 
GIVE Faure eaKe: 


FR 
‘f . 
: : > 
<i rae 
ate ae a 
Sy S 
SS 


Tae 


The Choice of Gowunets 
the Would Quen! 


No wonder lovers of fine foods everywhere 
acclaim the famous Manor Texas Fruit Cakes! 
Gorgeously decorated, they've a superb fla- 
vor because they're richer, more moist and 
tender—chock-full (actually 83%!) of the 
choicest fruits and Texas pecans. Delicious 
Manor Texas Fruit Cakes are gift packaged 
in handsome, useful containers, depicting 
classic scenes from colorful Texas history. 


Thousands each year find that Manor Cakes 
make inexpensive yet highly appreciated 
gifts for customers, employees, friends and 
relatives. Manor will gladly package, ad- 
dress and mail (postpaid) your cakes. Order 
one cake today as a sample, and we'll send 
you a quantity price list. Then, if you order 
24 or more cakes, we'll give you full credit 
for the amount of the sample cake. 


MANOR BAKING CCMPANY 

3535 Manor Way, Dallas, Texas 

Please ship me one 3-lb. Manor Texas Fruit 
Cake, $4.95 postpaid. | am to be thoroughly 
satisfied or my money will be refunded 


Company 
Name 


Street Address 
City 


By 


NOW ... buy direct! 
Tutroducing 
GIFTS of CHARM Useful and 
Lasting... at JOBBER PRICES 


Men's Stud Box A usef 
‘ ( the i keer t 
ta eulf link 


Made of 
eq ad 


nu eatl 
dale titchea 
Price $2.00 each 
Men's Pocket Secretary Fittec 
rold plated mounted cor 
hanical pencil and pad, 5 
maten Vad 
! ! leathers Black 
Price $3.00 each 
}—Imported Library Set—I 
‘ , office (‘oy ¢ 
! nd 
itive Cast 
Ir ice $2.25 eat h 


» the above illu 
a complete 

ed and unfitted leather 
nh and womer 

} 3: desk iten 

ousehold gift 

Order Now! 
iple or further information 


chee fully furnished “upon reque 


CHARM seameeee 


MANUFACTURING CORP. 
225 Lafayette Street 
N.Y. 12, N.Y, © CAnal 6-8089 


FREE 


CONSTANTLY CORRECTED 
MAILING LISTS 


Manufacturers, Wholesalers, Retailers 
Hotels, Colleges and many others 
ALL LISTS ON PLATES 
WE CHARGE ONLY 
FOR ADDRESSING 
100% Accuracy Guaranteed 
Catalog on Request 


=SPELD AUTRES 


48-01 42nd S?., Long Island City 4, N.Y. 
Stillwell! 45922 


When You're in the Red, 
Will a Price Cut Work? 


Would a 5% reduction in sales price help you attain suffi- 
cient extra volume to offset your loss in dollar intake? How 


many more units would you have to sell to bring a profit? 


BY WILSON T. SENEY 
McKinsey & Co., Management Consultant 


This Is Cost-Sales-Profit Picture: 


Jelly x + Total 

Sales Income $100 $2 $300 
Less 

Variable Cost of Goods Sold 80 + 205 

Variable Selling Expense 20 

Margin after Variable Costs 

Less 
Fixed Manufacturing Cost 
Fixed Selling and General Expense 


Operating Profit (Loss 


Sales Volume for $10 Profit 


} 


It vou want to know iow 


Jelly +1 to sell to vet a S10 operat 


X Required Sales ing profit, the equation would read: 


‘ 35 S10) 
Volume = Fixed Expense A= %$ 


me ind 


table 


SALES MANAGEMENT 


Northern Ohio’s 
Badge of Authority 


These names 
arrest attention... 


Reliable reporting ot latest news 
fast and accurate on-the-spot 
coverage...makes listeners 


keep tuned to WGAR. 


= CHARLES DAY 
~ W GAR’: news director 


dominates a dinner- 

hour audience at 6 

with the Day's News. 
JIM MARTIN 


Three early morning 
news casts have driv- 
ers and shift workers 
quoting Martin 
throughout the day 


JACK DOOLEY 


Summarizes the day's 
news events daily at 5 


P.M. and 11 P.M. 


JACK PERKINS 


Covers weekend news 
events; frequently fea- 
tures on-the-spot re- 


ports and interviews 


Able coverage by these top-flight 
newsmen, in Northern Ohio's 
oldest established radio news 
room, gives listeners what they 
want. No wonder they give 
WGAR the “badge of authority!” 


in Northern Ohio 


GAR 


THE SPOT FOR SPOT RADIO 
Cleveland 
50,000 watts x ? 
CBS we 
Eastern Office: at ys, 
665 Fifth Ave NYC 


Represented by The Henry | Christal Co 
in Conada by Radio Time Sales. itd, Toronto 


—<—_ "Vy 


nly 


NOVEMBER S33 


When Customers 
Tell Dealers: 


It proves your messages 
have the ring of authority! 


WGAR commands the respect of 
a large listening audience because 
of authoritative news reporting, 
outstanding shows and special 
events, both local and CBS. This 
buying audience is yvours—to ring 


up results in cash registers! 


ADVERTISERS GET 
RESULTS ON WGAR 


Sales results obtained through 

use of WGAR are reflected in 

the number of years both local 
and national advertisers have 
beea with Cleveland's Friendly 

Station! 

221 advertisers 4-5 years 
94 advertisers 6-10 years 
17 advertisers 11-15 years 
16 advertisers. over 16 years! 


WGAR’'S PLEDGE 


Based on 23 years’ experience, 
“WGAR secures from its staff 
and its clients, careful prepara- 
tion and delivery of advertising 
messages to maintain high 
standards and good taste.” 


Listeners quote WGAR_ because 
they've learned to respect its voice 
of authority. We invite youto share 
the impact of this voice for your 


sales messages. 


in Northern Ohio 


WGAR 


THE SPOT FOR SPOT RADIO 


Cleveland 


xy 50,000 watts ites, 
i css 


7 Eastern Office: at oe 
665 Fifth Ave NYC 
Represented by The Henry | Christal Co 
in Canada by Radio Time Sales, ltd, Toronto 


a fy BUY finest fancy 
ORANGES 


IN CARLOAD LOTS 


1054 CARTONS PER CAR 
75 to 100 BiG ORANGES PER CARTON) 


DIRECT FROM GROWERS 
Save on PURE GOLD Brand 


SPECIALLY SELECTED.......... 
JUST RIGHT FoR CWRISTMAS / 
LARGE CALIFORNIA NAVEL 
(SEEDLESS) ORANGES FOR 
AL YOUR CUSTOMERS. 
BELOW STORE PRICES PERCAR. 
$41633° East of Mississippi 
$3952°° West of Mississippi 


Delivered to your Siding(or ours) 
at all Major Cities 


SEND YOUR PURCHASE ORDER 
and SPECIFY DELIVERY DATE, 
Special INDWIDUAL txpress 

Ortfer JOO/ 

WE MAKE INDIVIDUAL 
CARTON EXPRESS SHIPMENTS 
TO YOUR GIFT LIST. ASK 
US FOR PARTICULARS AND 
PRICES GUARANTEED 


MUTUAL ORANGE DISTRIBUTORS 
(Growers Co-Operative) 
REDLANDS, CALIFORNIA 

FINEST C/TRUS: SINCE 1906 


Reference: Bank of America 


Redlanc fornia 
Dromore srroke pre, tit 
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Booklets, Surveys, Market Analyses, Promotional Pieces 


and Other 


Eating Up $10 Billion a Year: 


\Iarket ial . nade D / 
Restaurant Maqazu 


ot this b 
1 init il] 
hotels ind 

(HH Te iding resta 

ot this dollat a) 
$4.5 billion 


centers 
t industrs 


}Q19 


son how 1 
irants buy: 
ind how to 
e market. Write to Don Gridley 
\d ertisi y \l Mave fimerican Res 
taurant Maga YS. Wabash Ave 


Ch vo 3 II] 


restaurants buy 


The Georgia Market: \ sunin 


I ket data on the 


1 
( nanee 


I 
ne: popul on ind numbe 0) 
the \tlanta \let opolit ! 


' 
1 Kalb ina 


’ 
i 


»RAS OO) 
nce 194? 
) In add 
| 
ful , (t) 
bined daily and Sunday circulation i1 
ot 1000 or mo 
population 
) 


YH) o 


ot Loo 


Literature Useful 


and what food 
formation about 


1 
reach 


DreakK down 


to Sales 


Executives 


\tl inta 


Radio Listening on the 
Plains: .\ 
KSEI 


lex is In if are two tact 


) ] \tat) 
Cadio ition 
on the 


} 


Ww nAVE One ¢ 


} 


* those 


VIANAGEMENT 
\\ 


wral Manage 


Bait for Fishing for Sales: 


Universal Match 
S nt 


SALES 


tact ial booklet p if ¢ 


South 


within) prir 


\ r? 
“are 


to NI 


KSk] 


\ study 
Co 


MANAGEMENT 


; Announcing —_ 
‘A 


effective January 2, 1954 


COMPLETE STARCH REPORTS WILL BE 
AVAILABLE ON EVERY ISSUE OF BUSINESS WEEK 


In an effort to provide advertisers and agencies with more 
factual information with which to evaluate the readership 
of their advertising, Business Week has requested Daniel 
Starch and Staff to increase the number of issues surveyed 
in 1954 from 26 to 52. These surveys, conducted by personal 
interviews among Business Week subscribers, are made avail- 
able by the Starch organization to advertisers and agencies 
on a regular subscription or per-copy basis. 


AN EXCLUSIVE BUSINESS WEEK SERVICE 


Business Week alone among the general-business magazines 
provides advertisers and agencies the opportunity to study 
complete Starch reports in order to measure the readership 
of their own and other advertisements in its pages. This con- 
tinuing program was instituted nearly five years ago by Busi- 
ness Week as a contribution to the better understanding of 
advertising appeals, as well as layout and copy techniques. 
The expanded program for 1954 assures you of our continuing 
determination to help further this understanding by every 
available means. 


BUSINESS WEEK 


A McGraw-Hill Publication 
330 West 42nd Street 
New York 36, N.Y. 
YOU ADVERTISE IN BUSINESS WEEK WHEN YOU WANT TO INFLUENCE MANAGEMENT MEN 
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LET’S FACE 
FACTS! 


The Small-Town Market: [oicht 


eenth innual ead ( 


@ Ranking 22nd in the nation 
@ Over a billion dollars annual buying power 
@ More than 700,000 population 


SAN DIEGO |; w ISOLATED sare 


@ 125 miles South of Los Angeles — 33 miles greater 
than the distance from New York to Philadelphia 


SAN DIEGO .; . CONCENTRATED mrxer 


@ City and suburban population concentrated within 
15 miles of the Civic Center — easy to merchandise 
with a small sales force 


SAN DIEGO |; SOLD win m: SAN DIEGO 
UNION .. EVENING TRIBUNE 


@ Saturation coverage of over 90% 
of San Diego homes 


? f 
| tHe most eee San i a1, 
(| IMPORTANT CORNER. San Biego Union own for dry and canned dog fools 
\ IN THE U. 5. A. and em sell xen ia nes leads ill othe: 
aS yrands, but has dropped trot 48 
SAN ne EVENING TRIBUNE : ~y to pote “ane Copies 


FORNIA are available only to national advertis 


ers and recognized advert 


1es rit to Culbert Ik. 
REPRESENTED NATIONALLY BY THE WEST-HOLLIDAY CO., INC. — Anamenig 


ing Co., Williamsport, Pa 


SALES MANAGEMENT 


idvertising expenditure 


it’s first and foremost the result 
of today’s fierce competition, hard sell. 


vords, that 


Advertising 


goes UP as the 
SALES EXECUTIVE 
Bears DOWN 


SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N.Y 


NOVEMBER 1, 1953 


What a Purchasing Agent Expects 
FORT WAYNE From Salesmen and Their Bosses 
NEWSPAPERS | °°’ '"* 


worth with advertisers 
in getting action! 


Indiana's 
“GOLDEN ZONE” 
Market 


THE NEWS SENTINEI 
THE JOURNAL-GAZETTE 


mail coupon for 
this famous | 


Sliding 


button gives 4 | 


blade lengths 
Retails 95« 


\ 
*Free to business firms — attach letterhead 


GITS MOLDING CORPORATION 
46 W. Huron St, Chicago 44, | 
Send me free GITS KNIFE and name of Adver 
tising Jobber to show GITS Business Getters 
Nome 
Company ° 
itions 
Address } 

the amoun tT paper 


! 
stakes 


SALES MANAGEMENT 


"Topped the field 
across the board," 
SAVScceces 


N 
ORFOLK AND W; STE 


RN Rainy, 
‘Nb NPN NTISIN, 
Bee, 


MAGAZIN, AY CoMPpany 


DED NEE _ 
No 
NO Vimcianny 


ctober 2, 1953 


n The 
CK our 
MAalled 


orat ions 


The responsibilities and authority of 
important men make them especially 
responsive to The Wall Street Journal's 
business information. And this is true 
whether it’s in the news columns or in 


the form of advertising 


If vou have news for American business, be sure to 
include the medium that American business subscribes 
to reads regularly and considers most helpful 


COMING ... ABC Circulation: 258,448 (6-mos. average, Sept. 30). 


—eeers THE WALL STREET JOURNAL 


In SALES MANAGEMENT Published at 


*NEW YORK *CHICAGO * DALLAS *SAN FRANCISCO 
(Eastern Edition (Midwest Edition Southwest Edition Pacific Coast Editio 
44 Broad Street 711 West Monroe Street 911 Young Street 415 Bush Str 


November 10 


1953 


Retail Sales Forecast for November, 1953 


Sales Management's Kesearct Depart- 


ment vith the aid of Market Statistics, 


RETAIL SALES TRENDS 
1929-1953 


Actual Dollar Sales 


Sette, eereetesass 
etre, Pe *eagse?* 

‘ . 

. . eee . %. . 
Sh eed Tee bled thd Senne? aan? 


Sales Adjusted 


for seasonal and price 


Retail sales in November wil! total $14.4 billion refle ‘ f > break betweer 
percent gain cver November, 1952. This volume « in te of Com:-nerce 
# 1935-39 doliars is $7.7 billion when adjusted s n above $ going out 


MANAGEMENT 


How Important Is 


NORWALK, Conn.? 


Norwalk is a big shopping center— 
listed by Sales Management as a 
metropolitan area — a market of 


92,000 population. 


Potal income is 5 © above 

come per capita 2,217) is 

Pairtield County Oy above e State, 
S94 above the U.S bamil rrhcennee 
$7,698) is $491 above the Count $82 
above the State, $2,572 above the US 
Throughout the entire trading area of 
9? O00 people family income averages 


. lo 


THE NORWALK HOUR, with dominat 
ing circulation in this high income area 
is the surest way to get miore tiles for 
your advertising dollars. 15.2 ilaily 
culation 91 coverage of the city 


homes, ’ of the entire trading 


The Norwalk Hour 


Norwalk, Conn. 


Represented by 


Julius Mathews Special 


You Always Get More 
In Middletown 


Yoo ALWAYS GET a bigger market to 


work in 


The Greater Middletown market ( Mice 
es County) new has 70,600 people who 
ite served every days Irs progre we 
merehants who tell their story through 
their local paper Phe Middletown Press 
Yo ALWAYS GET more money to 
shoot at 


UNITED STATES California (cont.) a ee eee aoe Pe 


pared to $6835 for the state » O86 
Ww Pasadena 4820 109 106.4 é for the nation 


Ww Riverside 66.1 117.4 
* | 1 yo ALWAYS GET more sales 


Alabama t _ “ T : é , at ) banuly Sales now are $6.05 compared to 
Bir 141.1 } * an S45 for the State and $3 1 for the 
1 T hation 
yoo ALWAYS GI 1 more narkel 


rape 


a ae , . No combination of incoming non-local 
Arizona . papers can come anywhere near equaling 
Phoenix l 4 the coverage of The Press 
*! 28 1 B 105. 14.19 YES 


| 
Co jorado “You Always Get More 


Arkansas ee | a Se aos : ae In Viddletown” 
+ kK <.6 i . A * 


THE MIDDLETOWN PRESS 


Connecticut : 
dr Bridgeport 406.2 103.2 100; - MIDDLETOWN, c NN 


California 


w 
V A WAT AL Pre? NTATIVE 


* PREFERRED » 


Stamford has been a preferred 
city in this High Spot List every 


month for nine years. 


So far as we have been able to check, 
no other city in this list can make such 


a claim. 


Stamford leads the big fellows be- 
cause it's — Ist in family income 
($8,282) among the 200 largest cities 
of the country—gives advertisers a 
bigger return for their investments. 


Stamford's family retail sales of 
$5,072 are also in the top bracket— 
42°/, above the U. S. average. 


The Stamford Advocate is the pre- 
ferred way to reach this preferred 
market where top-buying income 
keeps your sales in the top brackets 


at all times 


STAMFORD ADVOCATE 


Stamford, Conn. 


Represented by The Julius Mathews 
Special Agency, Inc 


THE LOUISVILLE TIMES 


Owners and operators of 
Station WHAS and Station WHAS TV 
177,662 DAILY e 403,238 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM CO 


104 


RETAIL SALES 
M. Forecast for November, 1953) 
City 
City City Nat'l 
index Index Index 
1953 1953 1953 
vs vs vs 


1939 1952 1952 


Connecticut (cont.) 


tw Stamford 64 103.5 
w& Waterbury 3435 103.6 


Delaware 


Wilmington 363.5 102.5 


District of Columbia 
Washington 341.0 98.1 


Florida 

w® Jacksonville 

*® Miami 

w® Orland 

® Pensacola 

w St. Petersburg 
w Tampa 


Georgia 

tw Albany 

® Atlanta 
Augusta 
Columbu 
Macon 

® Savannah 


Hawaii 
& Honolulu 


Idaho 


Boise 


IIlinois 
¥ Bloomingt 


East St. Lows 
Moline-Rock Island 
Mol 


Paducah 
City Zone 52,016! 


The Audit Bureau of Circula- 
tions on Feb. 11 credited Paducah 
with a city zone population of 
52,016, retroactive to Oct. 1, 1952. 

Previous figure was 36,327. 

Since a_ billion-dollar atomic 
energy plant was started in 1951, 
the Paducah market has grown in 
every way. Put it on your 50,000 
‘national’ list. 


The Paducah Sun Democrat 
31,202 Paducah, Ky. R.O.P. 


ABC Color 
Burke, Kuipers & Mahoney 


Hard Goods Sales 
Tell The Story 


When a market shows record sales of 
hard goods lines you can bet its a 
steady, dependable and PROSPEROUS 
region to sell . . . when refrigerators, 
radios, furniture, appliances move off 
dealers’ shelves into homes and at a fast 
clip, it’s proof positive of families with 
ability to buy and willingness to spend. 


Furniture - household - 
radio sales in Biddeford- 
Saco reached $240 per 
family .. . 51° higher 
than average for the State 
of Maine! 


One paper can put your product on the 
best-seller list in Biddeford-Saco — 
the Biddeford Journal. Read in 95% of 
the homes in the entire market, its your 
best introduction to big sales 


THE BIDDEFORD 


JOURNAL 


BIDDEFORD, MAINE 


Represented by 
The Julius Mathews Special Agency, Inc. 


It Takes 
Money To Buy 


Faunton isn’t the largest market 


three ingest mal 


Taunton families have an in- 
come of &85,172 which is $478 
above Fall River and 8747 above 


New Bedford. 


sales quota 


Taunton Gazette 
Taunton, Massachusetts 
Established 1884 
Represented by The Julius Mathews 
Special Agency, Inc 


SALES MANAGEMENT 


Indiana 
w Evansville 
Ww Fort Wayne 


Kansas 
Hutchin 


K 
T 
WwW 


Kentucky 
® Lexington 
W Loursville 
we Paducah 


Louisiana 
% Baton Rouge 
ake Ch le 


ww Lewist A 
% Portland 


Maryland 
% Baltimore 

Cumberl | 
w® Ha 


Massachusetts 


.. + for full % 


population, sales 
and income dato 


Buying Power 


NOVEMBER 


Are You Advertising To Acreage 
Or To People With Money To Spend? 


The PORTLAND, MAINE Market 


is a Nine County Sales Area 


65% 


OF THE TOTAL 
INCOME IN THE 
STATE OF MAINE 
IS CONCENTRATED 
IN THESE NINE 
SOUTHERN 
COUNTIES. 


$760,644,000 
1952 TOTAL INCOME 


The PORTLAND newspapers give you 
914% coverage of the city and retail trade 


oe ; 
zone and 52% of the entire nine counties. 


78,164 circulation daily . . . 87,243 Sundays 


PORTLAND, MAINE 


PRESS HERALD EVENING EXPRESS 
SUNDAY TELEGRAM 


Represented by The Julius Mathews Special Agency, Inc 


* * * 
the LITTLE FALLS TIMES 


is the ideal medium to stimu- 


late sales in this $30,848,000 


tr Impact Little Falls fam 
ilies «le pend on The Times for 


of what's going on. what 


necessities luxuries, 


*% Penetration Phe Times 


read in ’ of the homes 


in the entire market area 


market | 
*% (Coverage its circulation 
pattern blankets the entire 
tr uding irea ) p 
ee 


RETAIL 
S.M. Forecast for 


Michigan 
w Battle Creek 
te Bay City 

w Detroit 

o Flint 

we Grand 


\ three-star opportunity to 
put punch into your sales 
eCamipaten sell the rich 
Little Falls market through 
thre 


Ly 

Little Falls, N. Y. New Bedf 
Pittsfield 

os ie 
inrcasti 


ented by The Julius Mathew 


| special Age cy Ine 
| 
L 


10 


Little Falls Times | ssschsets.fesnt? 


101.4 


Minnesota 
Duluth 
Mi 
ct Pa 


Mississippi 
Jack 


Missouri 


Top-Notch Service to Readers and Advertisers Pays Off! 


Here’s the Score... 


Ihe Berkshire Eagle was declared the 
winner in the recent front-page make up 
competition for big city dailies, against 
newspapers in all New England cities of 
$0,000 or over, by the New England 
\ssociated Press News Executives just 
one more indication of how the Eagle 
serves its readers and why it is on 

ord as one of the best read dailies any 


whi re 
And advertisers feeling the sales im 
pact of this high readership respond 


with record linage. Just compare 


Phe Berkshire Eagle, covering 100° of the city zone homes and 70‘°- of the entire 


Population 
of City 
94,800 
248,000 
107,800 
205,100 
181,400 
225,200 
136,100 
667,500 
648,200 
2,104,900 
799,100 
799,100 
799,100 


Newspaper 


Berkshire Eagle 
Providence Journal” 
Waterbury Republican 
Worcester Telegram’ 
Hartford Courant* 
Syracuse Post Standard* 
Albany Times Union” 
Houston Press 
Milwaukee Sentinel 

Los Angeies Daily News 
San Francisco News 

San Francisco Call-Bulletin 
San Francisco Chronicle* 


county, is the only sure way to reach these 134,200 big spenders. 


THE BERKSHIRE EAGLE 


Total 1952 
Linage 
10,809 000 
7,541,000 
9,459,000 
9,911,000 
8,476,000 
10,777,762 
9,569,900 
10,881,000 
10,135,000 
8,422,000 
10,583,000 
10,014,000 
10,653,000 


Pittsfield, Mass. 


Represented by The Julius Mathews Special Agency, Inc 


SALES MANAGEMENT 


RETAIL SALES 


SM. Forecast for November a HOW TO BREED 
AN ULCER — 


or 
an easy way to 
enlarge the one 


you have. 
Montana North Carolina 
Use wishful thinking n your eHort 
* 8 R4 l 2 10 l Ashevill 
f : cel! Salisbury Rowan, Buy only out 
( ’ 24 12 ) a. 12) a: 18 id2 metre politan papers All of them 
f t ned have me 3000 C r¢ ul at on 
n this market 


Nebraska 


lf you're behind in your insurance 
better play it safe and buy the POST 
the ONE and ONLY newspaper that 
nfluences sells Salisbury 


Rowan. Circulation over 16,006 


Nevada 
53 NEW national! advertisers 
North Dakota the POST the first half of 1953 


R 


| Send for your copy of the 
New Hampshire 1953 BRAND PREFERENCE SURVEY 


V 


\ 


\ 


New Jersey i THE SALISBURY Post 


Sal. sbu/y> Noth Caral.na —~v 


WARD-GRIFFITH COMPANY 
Representatives 


New Mexico 


, re A “PREFERRED” CITY 
FOR ONE WHOLE YEAR 


Passaic-Clifton, one of North Jersey's principal shopping 
nters, is again ranked as a ‘‘preferred’’ H yhspot City 
rding to Sales Management forecasts for November 

12 consecutive months. Passaic-Clifton has maintained 


better-than-national-average record for increased sales 


onth 3.1 h ghe than November, 1952 


our test buy in North Jersey your best bet for ir 
sale . is Passaic-Clifton and The Herald-Mews 
North Jersey newspaper with the argest circulatior 
Bergen and Passaic Countie 58,726 ABC 
+» for full 
population, sales, 


THE HERALD-NEWS 
OF PASSAIC-CLIFTON, N. J. 


New York General Advertising Office—James J. Todd, Mgr. 


15 West 45 Street, New York 36, N. Y.—Columbus 5-5528 


Clamor At 
the Counter 


Blankets to bicycles cam 


eras, clothes, curtains—hats to 
hassocks n General Mer 
chandise sales the Woon 
socket per-family average tops 
the RI. family average by 
26°% (S.M. ‘53 Survey). Turn 
this clamor at the counter 
toward your products sell 
this 100,000 plus market 
through its one-and-only local 


da ly the 


WOONSOCKET 
CALL 


Representatives: Gilman, Nicoll & Ruthman 
Affilioted: WWON, WWON.FM 


COVERS RHODE ISLAND'S 
PLUS MARKET 


High 


| Add the IMPACT 


COLOR 


in ALTOONA 


Add reader-pulling color, matched 
to your exact specifications in the 
Altoona Mirror every day 


Use the combination you want 


Black plus 1 COLOR 
Black plus 2 COLORS 


Remember, color adds pulling 


power to your story, helping you 
sell ALL the over 33,000 daily cir 
culation of the Mirror 


ALTOONA, PA.'S ONLY 
EVENING NEWSPAPER 


RICHARD E. BEELER 
Advertising Manager 


Altoona 
Si2irror. 


Spt 


RETAIL SALES 
SM. Forecast for Novembe 1953) 
City 
Nat’! 
Index $ 
1953 (Milli n) 
vs November 


1952 1953 


Ohio (cont.) 


® Hamilton 
Lima 

w® Lora 
Mansfield 
Middletown 
Portsmith 
Springfield f 7 
Steubenville 75.2 107.9 
Tolede 37% ‘ 106.0 
Warren 7 § 109.2 
Youngstown } } 97.9 


Zanesville 3 3 101.3 


Oklahoma 


Bartlesville 387.3 17.4 14.6 
Muskogee 328.8 96.8 4.0 
Oklahoma City 405.¢ 99.3 96.4 
w Tulsa 011 1044 1014 


Newport, R. |. Market 


Money—Money—Money 
has anyone got any money? 


We have! 


Newport's family income of $6,341 
tops every city and county in the 
state . . . $1,070 higher than Rhode 
Island and $1,255 above the United 


States average 


Sell this high-income market through 
Newport County's only daily. 


The Newport Daily News 


Represented by The Julius Mathews 
Special Agency, Inc 


RETAIL 
S.M. Forecast for 


City 
Index 


1953 


Pennsylvania 


Allentown 368 
Altoona 
w Bethlehem 


Harrisburg 
Hazleton 
Johnstown 
Lancaster 

® Norristown 

w Ol City 

w® Philadelphia 
Pittsburgh 

w® Reading 
Scranton 

w® Wilkes-Barre 
Williamsport 

w York 


Rhode Island 


Providence 
Ww ket 


South Carolina 


Charleston 369 6 
*% Columbia 492.0 
Greenville 443 


Spartanburg $56 


South Dakota 


Aberdeen 


Sioux Falls 


Tennessee 

% Chattanooga 

% Knoxville 
Memphis 


ishvil 
Nashville 


. «+ for full 


population, sales 
and income dat f 


Buying Power 


SALES 


SALES 
November, 195 
City 

City Natl 

Index Index $ 
Million) 
November 

1953 


MANAGEMENT 


RETAIL SALES NORRISTOWN ePAe NORRISTOWN 
S.M. Forecast for November, 1953 


City 
ity City Natl 


PA 


LARGEST CIRCULA- 
TION IN HISTORY 
RECORDS THE 
GROWTH OF THE 
MOST IMPORTANT 
SEGMENT OF THE 


GREATER PHILA. 
AREA NORRISTOWN 


ABC MARCH 31, 1983 


Index 


. 
NMOLSIHHON 


Wyoming 


RETAIL § 


Growing with the area, and 
helping to promote its 
growth—The Times Herald 
is the only newspaper on 
the “inside” ... . reach- 
ing an audience with over 
$81,000,000 spendable_ in- 
Alberta come. 


. Himes Teruld*| 


tw Edmont 
NORRISTOWN, 
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Mailers of Premiums 
RAYMOND J. FRISCH, President 
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ADVERTISING AND MERCHANDISING 
MANAGER WANTED 


Biscuit and Cracker company with 
modern manufacturing facilities in 
the East invites applications for 
position of Advertising, Sales Pro 
motion and Merchandising Manager. 
Preferably, but not essential, a pet 
son with some biscuit and cracker 
manutacturing and sales experience 
Position offers excellent opportunity 
for future advancement. Salary will 
be based upon past experience and 
advancement upon results obtained 
All replies will be held strictly con 
fidential. Write Sales Management, 
Box 2999 stating experience and 
qualifications 
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YOUR advertising gets buying action which no 
other medium can match when you place it in 
the newspaper. You hook it into a dynamic 
relationship that generates greater volume 
and velocity of results. 

People turn to the newspaper with a per- 
sonal interest not given to any other medium. 
They depend on it for participation in the affairs 
of their own community. It is their primary, 
and for many their only, source of the informa- 
tion and guidance they want in order to man- 
age their affairs and get more out of life. 


DVERTISING SA 
REPRESENTATIVE 
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Your best—and basic— Chicago prospects 
are the families who read the Tribune. Their 
buying attracted to the Tribune during the 
twelve months ended June 30, 1953, more 
than $57,000,000.00 in advertising — far more 
than has ever been placed in any similar 
period in any other newspaper in the world. 

A Tribune representative will be glad to 
discuss with you a plan to help you build 
greater sales and a consumer franchise for 
your brand among Tribune readers. Why not 
ask him to call? 


